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How To Survive 


In Chicago 


It’s entirely possible to really cover the 
Markets, see more than a little of the town, 
and still come home in reasonably good 
health. Here’s how the experts who’ve been 
through it before do it. see page 10 


What's New At The 
Markets This Year 


Dream appliances for today and tomorrow 
and new TV and stereo sets share the spot- 
light as the Markets open. see pages 2, 3, 4 


NARDA Puts On 
A Good Show 
A Week karly 


Forced to move its convention up a week, 
NARDA uses talent-studded program to 
lure dealers to Chicago. see page 6 


In TV, It Helps 
To Be a Square 


That’s what set makers think as firm afier 
firm announces plans for 19- and 23-inch 
sets. Here’s the story behind the story of 
why the square-tube caught on .. . and what 
will happen next. see page 14 


New! A Big Map 
For the Market 


You can save time, energy and your temper 
if you use our map of the 11th floor of the 
Merchandise Mart to plan your visits to ap- 
pliance and TV manufacturers exhibiting 
there this week. see page 10 


Big Surprise 
From Kelvinator: 


No Annual Models 


The firm chooses the opening of the Mar- 
kets to announce that it has abandoned an- 
nual model changes. From now on, new 
appliances wiil be introduced just as soon 
as they’re ready. see Market story, page 1 
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Beeause 1959 Was 
Such a Good Year... 


So good that some economists could hardly 
believe it. Incomes were up from coast to 
coast ... and so was the cost of living. Pro- 
duction soared . . . except for the brief hiatus 
of the steel strike, when the steel mills, the 
heart of the nation’s industry, closed down 
their yawning furnaces. 

And the population explosion continued. 
The jitters of 1958 apparently behind, Amer- 
icans made more, spent more, saved less. 


The electrical appliance industry benefited, 


naturally. The National Electrical Manufac- 
turers Assn. summed up the results: It wasn’t 
quite a record year, but factory shipments of 
electrical products reached a value of $21.5 
billion, an increase of 11% over 1958. The 
year 1956 holds the record with shipments of 
$21.9 billion. EM Week research department 
estimates appliance industry sales will be 
12.9% over 1958. The electronics industry ex- 
pects 1959 will show factory sales of $9.2 bil- 
lion, an increase of nearly 16% over the 
previous high of $7.94 billion in 1958. 


And Beeause 1960 
Looks Even Better... 


The electrical industry is preparing for a 
banner year, figuring that the customer will 
keep on buying. Schedules for the year in- 
dicate his demands will be met. 


Predicting a 7.2% advance in tota! generating 
power over 1959, the Edison Electrical Insti- 
tute, for example, is going to lay out $2% 
million in its “Live Better Electricaily” ad- 
vertising buc zet. By the end of the year EEI 
expects the power companies to be serving 
58.7 million persons and the revenue of pri- 


vate companies to hit close to $9.8 biilion. 

To meet the challenge of the decade, said 
Mark W. Cresap Jr., Westinghouse president, 
the electrical industry wili have to double 
power output and continue extensive ‘re- 
search to take advantage of the $600 billion of 
construction and modernization coming in 
the “Golden ’60’s.” 


Motorola, said Edward R. Taylor, executive 
vice president, plans selling 25% more. 
' Continued on page 84 


... the Markets Open 
On an Optimistic Note 


Why? Because business over Christmas was 
great. The optimism is reflected in manufac- 
turers’ offerings of new lines. Seldom in re- 
cent years has there been as much activity as 
in this year’s Chicago Markets. Next year’s 
will be shorter, nine instead of 12 days. 

In the exhibit halls and the hotels, not the 
least topic of conversation was Kelvinator’s 
announcement yesterday it was discontinuing 
annual model changes in favor of introduc- 
ing new models when they are ready, and not 
at a single time of the year. 


Yet the crowd of buyers and sellers—esti- 
mated at 40,000, which is 5,000 more than 
last year’s total, were seeing many new lines, 
unveiled for the show. Many of these are de- 


scribed on pages 2, 3 and 4 of EM Week. ~ 


There will be 1100 shows in the sprawling 
Merchandise Mart alone. Over at the Furni- 
ture Mart, visitors will get the red carpet on 
which Queen Elizabeth II walked when she 
was entertained in Chicago. It will be used to 
give that section of the show a properly regal 
tone. In addition, visitors at Furniture Mart 
displays will get the chance to guess the “five 
best buys’—the items which will sell best 
each day. The prize for the winner: a gleam- 
ing, white Cadillac. 

Because of a resurgence of interest in the 
annual Markets, there’s more reason to come 
to Chicago this year, visitors were happily 
discovering. 
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ELECTRICAL MERCHANDISING WEEK 


Hotpoint Feels Out the Trade 
With These 3 ‘Custom Trends’ 


These customer jobs aren’t 
meant for production yet. 
They’re on trial in Chicago, 
waiting for trade reactions. 


The Barbecue Rotisserie can be 
rolled around on a cart, built-in or 
free-standing. It’s a year-round ap- 
pliance, can broil or roast on a spit 
for more than 40 people. The front 
of the unit comes down and doubles 
as a cutlery board. The canopy 
houses controls and a venting sys- 
tem. 

Drip tray catches juices from both 
broiled and barbecued meats, comes 
out for cleaning. Protruding spit 
arms make handling easy. Mass- 
produced, unit could retail for $300. 


The Gourmet Center is really two 
separate products that can be com- 
bined into one. The first unit is a 
refrigerated service bar called a 
serving center; 42 .inches long, 24 
inches deep and 36 inches high. 
Half of it is a freezer, half is a re- 
frigerator. Handsomely styled in 
mahogany or walnut, the center 
contains a small sink and refriger- 
ated drawers—something new. 
The other unit is a combination 
range and storage area 50 in. high, 
30 in. long and 24 in. deep. It has 
pyro-ceramic glass cooking units 
mounted right in the oven door, 
which folds down and makes a 
cooking surface. A second oven door 
arrangement lets you surface cook 
and oven cook all at the same time. 
The whole Gourmet Center, if 
mass produced, could sell for $800. 


The washer and vertical dryer com- 
bination has a standard automatic 
Hotpoint washer to the left and a 
66-inch high upright dryer to the 
right. (It looks almost like a walk- 
in closet.) The whole thing is 51 
inches wide, 29 inches deep. 

Inside the dryer a conveyor belt 
rotates: paddles pick up clothes and 
gently toss them around. Hotpoint 
says you can cut drying time con- 
siderably with this model. 

Another dryer feature: a retrac- 
tible hanger arrangement up top 
for wash-and-wear garments. 

If mass-produced, the combina- 
tion unit could sell for $1,000. 


lroner Worked 


Into Decor Plan 


Working an electric ironer into 
the decor of the madern home is 
solved by Ironrite, Inc., which is 
introducing a walnut finish fur- 
niture model this week at the Mer- 
chandise Mart. 

The ironer is similar to the com- 
pany’s model in cherry wood which 
complements the decorative scheme 
of even the most formal rooms. 
Ironrite also is exhibiting its new 
Model 202 coin-operated ironer, a 
rugged, easily operated machine de- 
signed for commercial ‘do-it-your- 
self’? laundries. Among its features 
is an electronic device which auto- 
matically raises the roll of the shoe 
if coin meter time expires while the 
roll is in contact with the shoe. 
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THE CALROD UNIT of this Hotpoint Barbecue Rotisserie can be placed up or 
down, depending on whether you’re broiling or barbecuing meat. 








Waste King’s Marketing Merger 
Brings New Line With New Name 


“Waste King Universal” and 
“Universal”? appliance 
goes on view at Markets 


line 


Announcement of the marketing 
merger was made public today when 
Bertram Given, president of Waste 
King Corp. of Los Angeles, said that 
from now on all household and 
commercial appliances manufac- 
tured by Waste King and its sub- 
sidiary, Cribben and Sexton, will 
be marketed either under the 
names, ‘‘Waste King Universal” or 
“Universal.” 

The new line to go with the new 
name, now on view in Chicago, is 


scheduled for distribution in June. 


There’s a new sales organization to 
go with both the new line and the 
names. 

Headed by A. L. Haggard, vice 
president of marketing, the inte- 
grated group “combines skills of 
product specialists on staffs of both 
our companies,” Given said. 


Predicted sales of the combined 
lines, when coupled with the tech- 
nical products of the California 
company, will exceed $36 million 
in the year ending Mar. 31, Given 
said, and will hit $50 million next 
year. 





New MZA Industries Shows Zenith Line 


Completely restyled, the line on 
view at the Merchandise Mart in- 
cludes five chest freezers, four up- 
right freezers, three refrigerators, 
five refrigerator-freezers, two wash- 
ers, two dryers and four wringers. 

The MZA Zenith line was born 
when MZA bought the Duluth oper- 
ation of Zenith Machine Co. last 
August. Distribution plans for the 
Minneapolis company got going in 
October When C. M. Hoover, gen- 
eral sales manager, joined MZA In- 


dustries from the Wedgewood Divi- 
sion of Rheem Manufacturing Co. 
Assistant to Hoover is H. J. Rich- 
ards, who headed Zenith Machine’s 
laundry division. The company has 
appointed eight regional sales man- 
agers as the first move to achieve 
what Hoover calls ‘controlled vol- 
ume distribution on an area basis.” 


That phrase translates, rouchly: 
The line will be exclusive wherever 
someone will do a good job with it. 





THIS WEER’S 
COLOR TV 


MONDAY (all times E.S.T.) 

6:36 A.M. (NBC) Continental 
Classroom (Monday-Friday) 

11 A.M. (NBC) Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 

10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (CBS) Red Skelton 


9:30 P.M. (NBC) “The Man” 
starring Audie Murphy, Thel- 
ma Ritter 

WEDNESDAY 


8:30 P.M. (NBC) Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tennessee Er- 
nie Ford Show 


FRIDAY 
8 P.M. (NBC) Art Carney in 
“The Man In The Dog Suit’ 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
3 P.M. (NBC) Senior Bowl 
Football 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
9 P.M. (NBC) Dinah Shore 





Dixie’s Plan: 


Sell Like ’60 


And Dixie Products, Inc., plans to 
give the housewife every automatic 
break it can build into this year’s 
line of electric ranges in order to 
achieve its goal: doubling 1959’s 
sales volume. 

Topping the list of features on the 
1960 line which goes on display for 
the first time at the Chicago Mar- 
ket is a double-dialed automatic 
clock. The two dials enable the 
homemaker to set one marked 
“start” for the time baking should 
begin and the other marked “stop” 
when the oven should be turned off. 

Another automatic device, the 
Thermostatic Surface Unit Control, 
gives exact heat control. 

Other 1960 features: A second 
oven with complete rotisserie unit; 
seven heat push button switches for 
cooking units; clock-controlled ap- 
pliance outlet. 

Besides offering an alternate line 
of gas ranges, Dixie also will spot- 
light a frostless freezer. The com- 
pany’s slogan for this: ‘“‘No Frost in 
Dixie.” 





If Kitchen Planning’s 
Part of Your Job... 


. you’ll want to look in on the 
Toledo Desk & Fixture Co. display 
at the Chicago show starting today. 
Four Beauty Queen Kitchens are set 
up in the company’s national dis- 
play area in the Merchandise Mart. 

Featured are steel cabinets with 
pastel baked enamel finishes and 
white maple wood fronts. They 
come in contemporary, provincial 
and traditional styles. 

The display points up the varie- 
ties of styling and finish available 
to dealers. 
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TV, Stereo—Just What the Customer Ordered 


In her purchasing from June to 
January, Mrs. Consumer had her 
chance to vote for features she 
likes most. In January, with mid- 
year models, manufacturers of TV 
and stereo get their chance to put 
the selling accent on those best-sell- 
ing features. 

January lines at the Chicago Mar- 
kets currently show: Mrs. Consumer 
likes the square 23-inch tube in 
TV; likes remote control in both 
console and portable TV; likes bet- 
ter furniture styling in both TV 
and stereo; likes her stereo in one 
cabinet; will take TV-radio-stereo 
in one piece if she can afford it. 

Here are ways manufacturers at 
the Markets cater to those whims: 


RCA adds nine new TV’s, of which 
five are 23-inch consoles with bond- 
ed face plates. Two are table, model 


21’s, of which the Thrifton carries 
the only list price in the line: $199. 

In stereo, RCA offers eight new 
one-piece consoles which can be 
expanded to “multi-channel stereo”’ 
with optional satellites. 


Philco adds a 23-inch TV with 
three-speaker sound and six 2l- 
inch consoles and has added a new, 


low-priced stereo console at $159. 


GE shows no new TV drop-ins, but 
soon will add two 23’s with non- 
bonded face plates, at about $30 
over the cost of comparable 21’s. 


Olympic continues to champion the 
TV-radio-stereo combination busi- 
ness, adding two more combos to 
the 13 offered in June, plus two 
stereo-radio combo consoles and 
one portable stereo-radio. 


Sylvania adds five more 23’s to its 
all-23-inch line and. comes into the 
wireless remote busines for the first 
time in three of them. 


Magnavox stays out of 23’s, but con- 
tinues big picture TV, adding two 
24’s to the 13 of the July line. It 
underscores a stereo trend by de- 
livering all consoles as one-piece 
goods. 


Admiral, which marketed seven of 
19 June TV consoles as 23-inch, 
adds five more 23’s—including a 
table model which gets 23’s under 
$200 for first time and is $40 under 
Admiral’s previous 23-inch low. 


Westinghouse drops in two 23’s and 
expands the style models of satel- 
lite speakers for its one-piece line 
of stereo consoles. 


Zenith adds six 23’s from $319 to 
$499, keeping the accent on remotes 
with 18 of them in a 39-chassis line. 
It underscores the one-piece swing 
of stereo by putting 11 of them in a 
12-model stereo console line. 


Motorola drops in four 23’s, one of 
them in oriental styling for its 
Drexel series. In stereo the com- 
pany advances the high-end furni- 
ture trend by offering two console 
models by Heritage—super deluxe 
cabinetry starting at $1200. 

Not at the Markets, but dropping 
in mid-year goods were: Emerson, 
which ducked the 23’s for now, but 
showed a portable, a table and a 
three-way combo; Hoffman, with 
23’s since June, which showed an 
ll-medel line and Packard-Bell 
which dropped in a 17-inch portable 
and a three-way combo. 





Revco Ready With Bilt-In Combo 
In New Trade Center at Market 


Offering more storage capacity 
in less space, Revco, Inc., will show 
off a new Bilt-In Combination 
Refrigerator-Freezer (model RF- 
171) when its Trend Setting Kit- 
chens Center opens in the Chicago 
Merchandising Mart. 

The center is being set up with 
cooperation of other kitchen equip- 
ment manufacturers. 

The new combination offers top 
storage capacity of 16.5 cu. ft. (11 
cu. ft. for refrigerator section, 5.5 
for freezer) with the operating as- 
semblies outside the storage com- 
partment. 


Other features: Ultra-violet lamp 
which assures ozone-freshened air 


and minimizes transfer of food 
flavors; Removable shelves; No 
need for defrosting. 

The freezer section offers a fast- 
freeze cube tray shelf, as well as a 
spacious drawer and a door rack 
dispenser. 

A new full perimeter magnetic 
gasket is being used to give the 
unit a perfect seal. 

Featured in all of this year’s 
Revco Bilt-Ins will be new, adjust- 
able glide rails at the base of the 
unit which allow a full range of 
quick leveling adjustments. 

And right here, Revco claims, the 
customer gains because installation 
time is minimized and cost of sur- 
rounding cabinets is reduced. 





What Looks Like A Built-In... 
Cooks Like a Free-Stand Range? 


The answer: Crown’s new Con- 
temporary line of free-standing gas 
ranges which represent a ‘New 
Look” in range styling. 

There are no knobs, buttons or 
protruding panels to break the clean 
square-line look. Burner controls 
are hidden in a recessed cooking 
top. Oven, broiler and clock controls 
are on the backguard, easy to reach 
whether the top is open or closed. 

A folding, lift-up top exposes the 
range’s cooking surface. It also 
forms a high backsplasher, which 
keeps walls clear of greasy spatter. 


Dealers will be able to see the 
line in Chicago starting today. 
There are three different sizes: 30-, 
36- and 40-in.—with these varia- 
tions: 


Crown 40-in. Contemporary comes 
in three basic models: single oven, 
hi-broiler and double oven. Crown 
36-in. Contemporary is available in 
four basic models: hi-broiler, stand- 
ard single-oven, single oven and 
double oven. Crown 30-in. Contem- 
porary comes in two models: deluxe 
and standard. 





Gibson Moving Cool Freezer With Hot Hula 


Flying in a group of Hawaiian 
musicians just for the Chicago 
show, Gibson will be showing off 
its new upright freezer with 556- 
pound capacity. 

The troupe will be performing 
every hour on the hour at the Gib- 
son space as well as providing en- 
tertdinment for all of the company’s 
dealers and distributors attending 
the show. 

The new model freezer, which 
has five freezing shelves and four 


freezing side plates formed out of 
one continuous sheet of aluminum, 
contains more than 5,750 square 
inches of freezing surface. 

Design features include a new 
diamond embossing on the door 
(both right and left hand models 
are available) and trimline styling 
which permits flush to wall instal- 
lation. 

Other items: deep door shelves, 
juice racks, door lock and scotch 
yoke compressor 











ONLY ONE BUTTON is needed on this new Maytag washer to launder an entire 
load. You choose the button marked for the fabric or cycle you need. 


Maytag’s New One-Button Washer— 
A Single Control Fills the Bill 


All-fabric washing machine 


frees housewife from details 


of laundering 


Maytag has got it. For the first 
time, the company claims, a true 
one-button operation is available 
with a full washing cycle obtained 
with one touch. 

The new washer has a line of 10 
labeled buttons on the backsplash, 
reading, from left to right, delicate, 
wool, wash ’n’ wear, full white load, 
partial white load, full colored load, 
partial colored load, bright colors, 
rinse and spin-dri. The unit thus 
has eight separate full cycles and 
two partial cycles. Once loaded with 
clothes and detergents and other 
additives, the housewife just touches 
the appropriate button. 


The control panel on the new May- 
tag actually operates a timer quite 
similar to the standard Model 142 
timer, adapted for mechanical link- 
age to the 10 buttons. The button 
closes a switch, the motor spins the 
timer to the right spot, and the 











timer goes to work. No separate 
on-off switch is required. 

Maytag is marketing the new 
single-control, all-fabric unit on a 
no-compromise basis. This washer 
is for the woman who doesn’t want 
to be bothered and is willing to pay 
$30 over the cost of the Model 142 
for the privilege. According to May- 
tag, customers who want more con- 
trol over their washer should save 
$30 and get the regular models. 

‘Washability is identical with the 
rest of the line, Maytag says, with 
the particular problems of such fab- 
rics as wool and wash ’n’ wear han- 
dled ideally. In the case of wool 
fabrics, there is a combination of 
short washes and long soaks, for 
wash ’n’ wear, there is a cool-down 
rinse. 


Just two concessions are made to 
women who feel they must have 
some control: there is a little red 
panic button that stops the ma- 
chine. And it’s possible to change 
your mind about cycles by “shifting 
gears” into the rinse cycle and 
starting all over. 











CENTER DRAWER is top new feature of 1960 Westinghouse refrigerators. Fresh 


meat, even hamburger, can be kept for seven days without freezing. 


Westinghouse Unveils Refrigerator 


For Once-a-Week Family Shopping 


In April, the company will 
present a revolutionary unit 
with unique center drawer. 


It’s the first refrigerator-freezer 
combo to boast separate tempera- 
ture controls for refrigerator and 
freezer sections, and it has a glide- 
out center drawer and four separate 
temperature storage zones. Westing- 
house is showing both 14- and 16- 
cubic-foot models of the unit at the 
Markets in Chicago. 


The center drawer, which you can 
open without opening any other 
part of the appliance, has two com- 
partments, a 2l-pound capacity, 30- 
degree meat-keeper which can keep 
even unfrozen hamburger fresh for 
up to seven days, and a half-bushel 
capacity crisper for 36-degree, 
high-humidity vegetable storage. 
And the 16-cubic-foot model in- 
cludes specialized storage in the 
drawer for beverages, baby food 
or fruit. 

A convenient feature for the 
housewife is that both porcelain 
meat pan and crisper lift out, en- 
abling her to bring them to her food 
preparation area when she desires. 


Below the center drawer. is a sep- 
arate home freezer. Features here 
include roll-out baskets and ice 
cube server. 

Special storage areas-are cooled 
by air drawn over a cold plate and 
forced into the refrigerator and 
meat keeper by a circulating fan. 


The 11 free-standing electric range 
models from Westinghouse are easy 
to clean and use. 

All models boast lift-off doors, 
plug-out elements, and removable 
surface cooking units and control 
knobs, for quick cleaning. 

They allow the homemaker to 
dial any degree of heat she chooses 





on rotary-type controls, while top 
models have automatic surface units 
which so accurately control heat 
that the housewife can cook even 
with glass utensils. 

Custom Imperial 40—the top of 
the top models—is a 40-incher with 
two ovens. There’s a timing center 
built around its clock, so you can 
turn the master oven on and off at 
any preset time. The thrift oven has 
its own separate control, and the 
housewife can use it to bake or 
broil while the larger oven serves 
as a rotisserie. An automatic grill, 
with its own control, plugs into the 
appliance outlet. An automatic sur- 
face unit prevents overcooking. 

Also on view at the Markets are 
two new dehumidifier models 
adaptable for both home and busi- 
ness use. 








Furniture Trend Gets Hotter 
As Motorola Marries Again 


This time the bride is another 
blue blood furniture brand, Herit- 
age Furniture, Inc., of High Point, 
N. C., a subsidiary of Drexel, Mo- 
torola’s first wife. Heritage has even 
a taller status in high-end heaven 
than Drexel. 

The offsprings of the new match 
were debuted at a special marriage 
breakfast yesterday. 

Heritage will make two super de- 
luxe console cabinets for Motorola 
stereo. The two pieces shown were 
sample models starting at $1200. 
The retail cost is mostly cabinetry. 

Although the samples will crown 
the Motorola line, dealers can get 
the items only by placing advance 
orders for custom manufacture of 
the pieces and by waiting several 
months for delivery. 

The news is expected to shake out 
word of similar furniture-TV-hi-fi 
marriages. 








ELECTRICAL MERCHANDISING WEEK 


Norge Cooling With Gas 
In New 11 Cubic Footer 


It’s a two-door, Model CTGT- 
110. And Norge will be show- 
ing off in Chicago today. 


This marks Norge’s first entry in- 
to the gas refrigerator field. The 
model, available in four colors and 
white, is expected to hit full pro- 
duction stride early this year. It 
should land on dealer sales floors 


* sometime in mid-March. 


Two new electric models are also 
being introduced in Chicago this 
week. Labeled the CTI-F13 and the 
CBSI-F15, both of them are two- 
door models. The first and larger 
one is 15 cu. ft. and has its freezer 
compartment on the bottom. The 
other is the standard version with 
the freezer on top. $ 


The gas model, identified with a 


small blue flame crest under the 
Norge nameplate, is based on the 
CTI-F13 box, but is 4% inches 
higher, 4 inches deeper. (Three 
inches of the additional height is 
taken up in a ventilating grille at 
the rear.) 

The gas unit, as in all gas boxes 
marketed so far, takes up more 
space because it needs more insu- 
lation. The Norge models require 
about 2 cu. ft. extra. 

Aside from gas operation, big 
features of the CTGT-110 are the 
IWQO cube server, which is stand- 
ard, and a frostless refrigerator 
compartment. The freezer compart- 
ment, which is not frostless, has a 
59-lb. food capacity. 

The refrigerator section has a 
choice of 12 temperature settings. 
NEMA net on the gas box is 10.78 
cu. ft. Shipping weight of the unit 
is 550 Ib. 
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NEW GAS BABY at Norge is this CTGT-110, set for selling in March. 





Hamilton Has Deals On 5 Market Specials 


You can see them at the Hamil- 
ton display in Chicago starting to- 
day. They’re all laundry units: four 
dryers—one electric, three gas—and 
an automatic washer. 

“Twin Air-Stream drying” is the 
big thing with all the dryers. Two 
separate air-streams take moisture 
from soggy clothes: a “Cradling- 
Current” gives drying gentleness; a 
“Carrier Current” provides drying 
speed. All four dryers also feature 
‘“fabri-set” dials, 130-min. timers 
and double-pass lint control. Num- 


bers on the specials are: Electric 
Model 3E8, Gas Models 3A8, 3M8 
and 3M8D. 

The washer, Electric Model 3T83, 
has triple-filtering action. Filters 
catch lint, sand and soap scum at 
every water level. And, five sepa- 
rate rinses work to loosen suds, film 
and soil; then wash them away. 
Other features: dual cycle-set timer, 
temperature 
three settings and “svinaway” water 
extraction to partially dry clothes 
right in the washer. 
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The appliance industry now stands on the threshold of the Golden 


60’s — a decade of tremendous profit opportunities, a period wh OE 1S TE re ee Cee 
s — a decac >me s profit c unities, a period when 
ae m OF I P TO MEET THE CHALLENGE OF THE GOLDEN 60'S! 

the strength of a Dealer’s franchise will be most important to him. 

It is Hotpoint’s aim to effect aggressive measures that will enable ee @ FINEST QUALITY . . . so that, more than ever, ‘‘when you 

: . . ie : sell Hotpoint quality, you sell customer satisfaction.” 

Hotpoint Dealers to meet the challenge of the Golden 60’s. These fe ere 
@ BALANCED BUSINESS . . . high-level, year-around sales 
from a full line of years-ahead electric appliances. 
Contact your Hotpoint Distributor for complete information on @ EQUITABLE PRICING dynamic product pricing backed 


this new program. You'll find a soundly-financed organization, with ‘ by a realistic Price Protection Program. 


measures are outlined in the 10-point program shown at the right. 


adequate warehousing, personnel and product service facilities, all © SOUND FINANCING . . . a wide variety of financing plans 
te are available to help you buy, display and sell. 


© AGGRESSIVE ADVERTISING . . . powerful campaigns in top 
national magazines backed by hard-hitting local campaigns. 
és @ PLANNED PROMOTIONS .. . a full calendar of practical, 
. ° ene 7 <s¢ st 
Hotpoint. Dealers’ profit opportunities are greater than ever before . . = PIOLIYETe SETI 50 ETING, SES REENS- 80. YON Clave 


If ’ H . ; @ SELECTIVE FRANCHISING . . . designed to enable Dealers 
you're not a Hotpoint Dealer, you should be! to obtain full return on their investment in Hotpoint 


@ DEPENDABLE SERVICE . . . provides parts, manuals and 
training to help Dealers maintain customer satisfaction. 

@ THOROUGH TRAINING . . . develops new ideas to help 
Dealers meet the challenge of the Golden 60's. 


@ SALES COUNSELING .. . offers a pian for your future 
A Division of Genetal*lectric. Campany, Chicago 44, Illinois ss growth and prosperity, plus the help to make it a reality. 


geared to help you. Learn today how the Hotpoint Franchise can be 
your key to the Golden 60’s. 
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ELECTRIC RANGES + REFRIGERATORS + AUTOMATIC WASHERS + CLOTHES DRYERS + CUSTOMLINE* 
DISHWASHERS + DISPOSALLS® + WATER HEATERS + FOOD FREEZERS «+ AIR CONDITIONERS 
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NARDA Opens Convention 
And Then Questions Start 


When members of the National 
Appliance & Radio-TV Dealers 
Assn. arrived in Chicago they 
asked: 


1—With daily NARDA conven- 
tion sessions set to run from break- 
fast to late at night, when would 
they see the Markets? 

2—What would baseball man Leo 
Durocher—speaker at tonight’s an- 
nual NARDA banquet—have to say 
about the appliance business? 

NARDA officials, who were forced 
to hold their convention a week 


earlier than usual, were pleased 
there weren’t more questions. And 
they were just as pleased when 
more than 400 dealers showed up. 


Answers to those questions, inci- 
dentally, are: 

1—Most dealers are planning to 
spend a few post-convention days 
in the Windy City. 

2—And Leo Durocher—tempo- 
rarily out of baseball and now do- 
ing promotion work for Whirlpool 

-probably will tie his “nice guys 
finish last’? quote to the appliance 
business. 





ELECTRICAL MERCHANDISING WEEK 


Breakfast yesterday opened the 
program in the Merchandise Mart. 
Then came a welcoming address by 
Joseph Fleischaker, retiring presi- 
dent; a half-dozen speeches plus 
paneis on kitchens and service, and 
finally a nightime panel on finance. 

Speaker at yesterday’s luncheon 
was Dr. Carl Byers of Frigidaire. 

E. Carl Sorby, vice president of 
George D. Roper Corp., launched 
this morning’s program at break- 
fast in the Conrad Hilton Hotel. 
Next followed a speech by Fleisch- 
aker and the election of the new 
NARDA board of directors. Wind- 
ing up the morning session were 
talks by Paul Davis of Morehouse 
Fashions on “Appliance Selling in 
the Department Store;’ Dr. Arthur 
Rayhawk of American University, 
Washington, on “Customers—Com- 
mon and Preferred;” and Henry 
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‘Unusual hobby, penmanship. And, W. Curtis Busher, president of Emerson Appliance Center, De- 
catur, Illinois, takes a lot’ of pride in his skill. Curt aiso takes pride in his business. He operates 
his business as carefully as he pilots a pen. Here’s why he sells Frigidaire products, exclusively. 


“I can feel proud of the name!” 


“IT wouldn’t be in this business if I couldn’t feel proud of what I sell. 


That’s just the way I’m put together. And 


that’s why I sell Frigidaire appliances, exclusively. 


They've got the reputation that makes friends and 
builds prestige — in addition to making sales! It’s a 
reputation I’m proud to link my name to.” 


Yes, reputation means a lot to us. So, we do our best to follow the 


rules for sound design, sensible engineering, and high business nT 
standards. The result is a name that we, and Frigidaire dealers, 
can be proud of — and products our customers are glad to own. a PRODUCT OF GENERAL MOTORS 




















FRIGIDAIRE 








Abt of Brand Names Foundation 
“Know What You’re Selling,” along 
with a panel discussion with Sam 
Boyd of Bailey-Wagner Co. as 
chairman. 

Chris J. Witting, Westinghouse 
Electric’s vice president for con- 
sumer products, will speak at this 
noon’s luncheon session in the Hil- 
ton. 


After lunch, speakers at a series 
of half-hour sessions will be John 
Witherall of Motorola on “The In- 
Store Meeting;’ Melvin Ross of 
Albuquerque on ‘Keys to Success 
in an Appliance Operation;” Lib 
Tufarolo of Bellevue, Wash., on 
“Much Can Be Made in the Neigh- 
borhood Store;” Phil Urner of Bak- 
ersfield, Calif., on “We’ve Always 
Had Troubles” and John Marion of 
Keokuk, Iowa, on “Take Part In 
Your Community.” 


Then, tonight, comes the annual 
banquet and Leo Durocher. 

A breakfast session with Al Bern- 
sohn as chairman will kick off to- 
morrow’s closing day program. 
Next will come pitches by Carroll 
D. McMullin of Toledo on the 
NARDA Institute of Management, 
and Frank Pieratt of Lexington, 
Ky., on the NARDA Schools of 
Service Management. 

Jesse Cartwright, Norge home 
service director, speaking on ‘“‘Cus- 
tomers Are People” will start an- 
other series of half-hour talks by 
dealers and industry officials. She 
will be followed by Frank Rogers 
of Maumee, Ohio, “Appliance-Fur- 
niture Operations;” Julius Ventura 
of Kenosha, Wis., “Put Some Per- 
sonality Behind’ Your Promotion,” 
and Hardy Rickbeil of Worthing- 
ton, Minn., ‘Personnel Relations.” 

William Cheyney of the National 
Foundation for Consumer Credit 
will close out the morning session. 


Tomorrow’s luncheon in the Hilton 
will ring down the curtain on the 
convention. Emerson Dole of Wich- 
ita will be luncheon chairman and 
Joseph Wright, Zenith president, 
and Dr. Roy Howard of North- 
western University will be speak- 
ers. Wrapping it all up—and look- 
ing ahead to the future—will be 
veteran NARDA leader Harry Price 
of Norfolk. 








NEW THIS WEEK is Hoover’s “con- 
vertible” vacuum cleaner which can 
shift speed for normal brush cleaning 
and a higher speed for suction clean- 
ing. Handle is aluminum for easy 
carrying and nylon bristles are used. 


And now, get ready fora 
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LENITH PRODUCTS 
FOR MORE RECORD- | 








‘Zenith’s 23” Picture Window TV! 




















The Zenith Palladium—Model E3360 with Space Com 
mand remote controi tuning, in new Danish Modern 


cabinetry from 


the Deco 


rator Group. Handcrafted 


quality chassis; two 6”x9” speakers. In walnut veneers 


and solids 





Zenith exclusives, Zenith features for extra 


SPACE COMMAND: 
CONTROL TY TUNING 


REMOTE 


America’s fastest-selling remote con 
trol TV—world’s most convenient TV 
tuning! No cords, no wires, no bat 
teries. Tunes from across the room 
with silent sound! 





Th 


Georgian 
Command 


Zenith brings you the new 
look that sets the new 

trend in TV! 

All-new look in escutcheons! 
All-new tuning control! 
All-new molded Cine Lens 
safety glass—all-new look 
in the picture screen! 


262 sq. inches of rectangular 


picture area, 21” overall 
diagonal measurement. 
e Zenith Westgard — Model 


styled console 
remote control 


grained mahogany color. 


HANDCRAFTED HORIZONTAL 
SUPER H CHASSIS 


Zenith g 
in every 
customers 
greater 


headaches 


ives you handcrafted quality 
TV chassis in the line. Your provides 
enjoy better perfromance, gives far 


dependability fewer 


service 





E3008 
with Space 
tuning. In 


SUNSHINE PICTURE TUBE 
PERFORMANCE 


Zenith's own high-speed electron gun 
100% = greater 
more picture information 
better highlights. sharper detail! 


America’s most beautiful TV styling 


—now with new ‘Picture Window” sales appeal! 


All-new, handcrafted Custom 23 horizontal TV chassis 


for the world’s finest TV performance! 


Exclusive Zenith 23” Sunshine picture tube 


for peak brightness and detail—even in the corners! 


Exclusive Zenith Cine Lens® safety glass 


creates extra contrast—and it’s bonded to the tube face to 


seal out dust for life! 


282 sq. in. of rectangular picture area 


23” overall diagonal measurement—the new higger TV picture size and shape 


that gives you new Zenith selling power for *60! 


design! 


shell beige 





efficiency industry! 


so slim 








e All-new trim, modern 


The Zenith Nassau—Model 1803. 149 
sq. inches of rectangular picture area, 
17” over-all diagonal 
two-tone brown or West Point gray with 


e All-new convenient top 
tuning controls! 

e All-new top balanced- 
carrying handle! 

e Sensational Zenith TV 
value leaders priced for 
extra volume at a profit! 


measurement. In 


SLIM CLASSIC PORTABLE TV 





Hottest slim portable TV line in the 


Only Zenith gives you hand 


crafted horizontal chassis quality in TV 


trim and handsome! 


The quality goes in 


before the name goes on 





Styling in 
17” portable TV! 






sales 


*““CAPACITY-PLUS”’ 
QUALITY COMPONENTS 


san 


Every tube, every part is designed and 
built to exceed accepted engineering 
requirements—gives you extra assur 
ance of better performance, longer life! 
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selling year? 


AND MERCHANDISING 
| BREAKING SALES IN 1960! 


Sensational value-priced stereo! 


























Full Zenith quality, Zenith features priced to 
give Zenith Dealers volume sales at a profit! 


FULL QUALITY COMPONENTS 


¢ 4 Zenith-quality high fidelity 
speakers! 


* Distinctive modern styling— 
world’s best value in stereo! 
















¢ Dual-channel stereo amplifier 
with 3 audio output transformers! 


¢ New Cobra-Matic’ fully automatic 
4-speed record changer! 








fj Zenith Interlude—Model SFD2501 
Jin grained walnut color, grained 
#7? cherry color, grained mahogany color, 
# grained blond oak color. 


ALI-NEW 
“DROP-IN” FM/AM TUNER 


ae 10 INCREASE YOUR STEP-UP 
Wg SELLING POSSIBILITIES! 


ET-10 Tuner—optional equipment available for some Zenith models 





Only Zenith gives you these 
great exclusives in stereo 






















The widest, most realistic sound 
separation. Available in many 
models. No one else has it! 

The sound seems to come from 
beyond the sides of the cabinet. 











plus Zenith’s famous Decorator Group 


Greatest fine-furniture styling and craftsmanship selling 
story in the industry—another example of Zenith quality! 





Plus Zenith’s exclusive 


model DPS45.4£= = RADIAL REMOTE 
portable stereo! re; SPEAKERS! 


Zenith’s smallest, most compact fully-automatic stereo eS, 6 all-new models for extra Profits! 


Optional at extra cost for all console models 


Your Zenith Distributor 
has an all-new Dealer 

























Another example of Zenith styling and design! 


n\l-WEW SENSATIONALLY- PRICED 
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Zenith Twilite 
Model E514 


ZENITH QUALITY CLOCK-RADIO 


® Deluxe modern styling—full quality features! 
e Big, handsome clock face—easy to read! 


e Delayed action buzzer alarm 
calls you after the music goes on! 


@ Sleep switch with automatic turn-off! 


—And There Are More Great Zenith Radios On the Way—Watch for Them! 





profit sharing plan! 


BE SURE to ask 
about the great 
new Dealer 

~ Dividend Plan! 






Ka 








10 


Where to Find Exhibitors 
at the Merchandise 


Acme National 

Refrigerator Co. 1188 
Admiral Corp. 1191 
Amana Refrigeration, Inc. 1127 
American Motors Corpo- 

ration, Kelvinator Div. 1124 
American Standard Corp. 

Youngstown Kitchens 1119 
Athens Stove 1146 
Atlas Tool & Mfg. Co. —-1199 
Auerbach Sales Co. 1119A 


Barton Corp., The 1188 
Beauty Queen 1155 
Ben Hur Mfg. 11-114 


Berger Mfg. Div. of 
Republic Steel Corp. - 11-116 
Caloric Appliance Corp. 11-116A 


Carrier Corp. 840 
Central Steel and Rubber 
Corp. 1119A 


Columbia Broadcasting 
System (Record Div.) 1142 
Coolerator Div.. McGraw- 


Edison Co. 11-103 
Coppes, Inc. 1189 
Coppes-Nappanee 

Kitchens 1189 
Cribben and Sexton 1164 
Crown Stove Works 1176 
Dearborn Stove Co. 1177 
Detroit Jewel Stoves 11-115A 
Dixie Products, Inc. 11-116 


Easy Laundry Appliances 

Div. of the Murray Corp. 

of America 1168 
Florence Stove Co. 1147, 
General Electric Co. 

Appliance & Television 


Div. 1117 
Hotpoint Co. Div. 1120 
Housewares & Radio © 

Receiver Div. 1123 


Gibson Refrigerator Co., 

Div. Hupp Corp. 11-102 
Hamilton Mfg. Co. 1175 
Heil Quaker Corp. 1147 
Hobart Mfg. Co., Kitchen- 

aid Home Dishwasher 


Div. 1180 
Hotpoint 1120 
lronrite, Inc. 11-117A 
Kelvinator Div. of 

American Motors 1124 
Leonard Div. American 

Motors 1124 
Lewyt Corporation 1174 
Lindemann, A. J., & 

Hoverson Co. 11-104 


Magic Chef, Inc. 
Div. Dixie Products, Inc. 1167 


Magnavox Co. 1126 
Maytag Co., The 11-105 
McGraw-Edison Company 
Coolerator Div. 11-103 
Toastmaster Div. 11-103 
Speed Queen Div. 1160 
Monarch Washers 1119A 
Monitor Equipment Co. —1123A 
Motorola, Inc. 1170 


Murray Corp. of America 

Easy Laundry Appliances 

Div. 1168-9 
Mutschler Brothers Co. 1144 
National Appliance & 

Radio TV Dealers Assn. 1141 
National Housewares Mfrs. 


Assn. 1130 
Norge Division, Borg-Warner 
Corp. 234 


Norris-Thermador Corp. 11-104 
O'Keefe & Merritt Co. 1155 


Philco Corp. 1100 
Preway, Inc. 1198 
Quaker Mfg. Co. 1147 


Mart 


Radio Corporation of 


America 1154 
Revco, Inc. 1137 
Roper, Geo. D., Corp. 1147 
St. Charles Kitchens 1162 


Samuel Stamping & 

Enameling Co., 

Suburban Range Div. 1199 
Speed Queen Div. 

McGraw-Edison Co. 1160 
Sun Ray Stove Co. 1178 
Sylvania Home 

Electronics Div., 

Sylvania Elec. Products, 


Inc. 1149 
Tappan Co., The 1134 
Thermador Electrical Mfg. 

Co., Inc. 11-104 


Toastmaster Div. 
McGraw-Edison Co. 11-103 

Toledo Desk & Fixture 1155 

Wedgewood-Holly Ranges 1197 


Welbilt Corp. 11-114A 
Westinghouse Electric 

Corp. 11-122 
Whirlpool Corp. 1152 


Woman's Friend Washers 1119A 
Youngstown Kitchens 
Div. or American 
‘Standard Corp. 
Zenith Machine Corp. 11-115 
Zenith Radic Corp. 1158 


In addition to the exhibitors 
above, you’ll find a whole 
group of electric housewares 
exhibitors with space on the 
14th floor. A good general 
rule to follow: major appli- 
ances and TV on the 11th 
floor (plus Norge on 2 and 
Carrier on 8); housewares 
on 14. 


How to Survive in Chicago 


It’s a wonderful town—but in January and during 
the markets it can also be a difficult town unless you 
know the secrets that veterans have picked up through 


years of experience. Here’s how they operate 


First off, bear in mind that sur- menta. Old-time visitors are most 
often seen walking or sitting, not 
standing. And on the Merchandise 
Mart’s 11th floor, there 
more pairs of shoes than pairs of 


vival in busy Chicago—that is, stay- 
ing fit and competent—may 


not be possible. 


Veterans say it is, and their con- 


just 


tinued presence proves their point. feet on market days, 


New visitors, however, will doubt 


it after half a day. 
If big-city survival can 


diminished after say, January 9 or 
so, the only course must be 


conservation of energy. 
This means: Never stand 


can ride. 


Of the two, veterans say standing 
is the deadliest. For Chicago floors even more the chance 
are unyielding and unfriendly, de- 
spite the friendly nature of 
walls, ceiling and other impedi- 


be 
complished, and life can go on un 


the 


at mid-day. 


are many 


hands know the value of a change 


fresh air, they’ll take care of you. 
A change of shoes is the best easy 
when way to do this. 
you can sit; never walk when you 
appreciate 


own weary foot bones. He may be 


the so grateful he won’t even waste 


too soon. 


in the south corridor- 


because old point, Kelvinator and 
are—and make a sharp right turn 
through the exit next to the Moni- 


ac- That is the first tip: Don’t insult tor space. 
your feet. If you take care of -them, There’s a stairway to 
give them a little variety, a little floor behind that door 


to be exact. 


your time unduly. Start sitting first two banks over and catch 
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thing Monday morning; that’s none 


Don’t even stand around for ele- 
vators. This is perhaps 
rewarding, most aggravating, of all 
market-time standing. All you get 
is a waste of time. And it isn’t nec- 
essary for 11th floor shoppers. 

If there’s any traffic at the center 
bank of cars at all, just walk west 


one flight you can get, in exchange 
for your 30-second walk, a shot at 
two banks of elevators—and this is 

And don’t stand around. The man much better odds-—--twice as good, 
you’re talking to will 
your desire for rest, and appreciate You may, of course, waste a min- 
rest his ute and hop into the same elevator 
you could have gotten on 11. But, 
two times out of three, you’ll step 


























fresh car—one that never gets to 11 
—at the top of its run and you’ll 
do this one minute after leaving 11. 
This is much better than standing 
around for as long as five or ten 
minutes at the end of a long, long 
day. 

Having firmly resolved to stand 
for no man and no elevator, the 
smart Mart visitor cuts down his 
walking, too. The terrible danger 
to the uninitiated is the zig-zag. 
Theoretically, a man could make 
one turn around the 11th floor and 
finish his business. 

It’s never been done. 

Best record for the course is 
twice around the floor, with side 
trips down across corridors. 

The map on this page can help. 
Be methodical—start at one end 
and work your way along. If a man 
is busy, appropriate a chair and 
wait, using the time to gossip, read 
the papers, or just to sit, listening 
to your feet enjoying themselves. 
The time you “waste” at this is 
guaranteed to be less than the time 
you’ll shoot coming back. Your 
man, under your sharp eye, will get 
to you sooner than you think. And 
somebody better for you to collar 
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MERCHANDISE MART PLAZA 


might come along in the meantime. 

Above all, don’t rush back and 
forth. The only way around the 
lith floor is the long way. It’s big, 
even if it is all under one roof. 

Over in the Furniture Mart, smart 
ones often check their books over 
up on the 17th floor with coffee. 
Then they take an elevator down 
to the highest stop on their list, and 
walk down the rest of the way, 
stopping at every other floor or so, 
shopping. Saves a lot of elevator 
time in a very busy building. 

Next comes the survival of the 
inner man. Coffee is often his first 
need, and the lovely brown brew is 
on tap in more places than water 
during the markets. Just where 
can’t be predicted before press- 
time, but the Maytag space is nicely 
centered and a free-loader’s para- 
dise, traditionally so and by Maytag 
design. They say that Maytaggers 
use the coffee to lure the competi- 
tion to their space so they won’t 
waste selling energy trotting around 
shopping. It seems to work that 
way. 


For lunch, the best bet is to be 
taken to 


a key account and get 
either the M&M Club’s main din- 


walk down this 


this 


ing room, or to one of the by-invi- 
tation-only private rooms there. 
Or, of course, to Henrici’s on the 
main floor. For those in search of 
a quick bite, the Mart offers plenty 
of spots—six on the second floor, 
from donut shops to the Sample 
Room, and two on the main floor. 

For dinner, there’s little problem 
in Chicago. The town is no longer 
Hog Butcher to the Nation, but 
there are still no flies on the beef, 


which as prepared in any good 
restaurant in Chicago needs no 
sauces, little spice and not very 


much cooking either. If your part- 
ners don’t know the way around, 
ask anyone on the 11th floor who 
looks prosperous and_ tired—he’s 
probably an old hand. 

Canniest market visitors are 
those who know when to stop, or 
at least when to shift gears. The 
town offers classy shopping for 
stuff to take home to the family 
right on State Street—a 75-cent 
cab haul from the Mart. There are 
art galleries, museums, some legiti- 
mate theatre, good jazz music spots 
and big-time night clubs. 

Some markets visitors like to take 
time to look at some of the 








117 














flight of stairs to get to... 


flight of elevators on 10th floor (see copy) 


Chicago merchandising operations. 
Polk City is one of these—it’s a 
$3-$4 cab haul from the Mart at 
2850 N. Central Ave. There are 
some very, very big Sears stores 
in town. And then, ali lined up 
along State St. are Field’s, Man- 
del’s, Carson’s, The Fair and Gold- 
blatt’s. 

To list show business names in 
town worth seeing is not the pro- 
vince of this magazine. However, 
the big clubs opened new shows 
for New Year’s and they’re all still 
in town. To find out what’s cooking 
on a more cultural level, call news- 
paper customer service bureaus, or 
hang on to a copy of the Sunday 
paper. 

Chicago has a lot of galleries, 
plenty of serious music. There are 
a goodly number of movie houses 
specializing in foreign movies, as 
well as a good quota of world pre- 
mieres in the Loop. 

One last tip, this time on cabs: 
Flag pull costs you 35 cents; each 
additional passenger is another 20 
cents on the flag pull, but the 
driver has to punch a button to 
register 
cab, the 


these. If you get into a 
take you 


driver has to 
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where you want to go— it’s the law, 
even if he is going off duty or 
whatever. In case of a jam-up at 
the Mart door, get across the river 
and into the Loop in three blocks 
and hail a cruising cab. Or you 
could try to steal one off Wells St. 
—at the east entrance. In either 
case, the fresh air will do you good. 





Exhibiting Elsewhere 


AT THE FURNITURE MART 


Arvin Industries 501, 543 
Atlanta Stove Works 345 
Auto Stove 546-A 
Brown Stove 549-A 
Eagle Range 547-A 
Hardwick Stove 1530 
Quicfrez 544-A 
IN CHICAGO HOTELS 

Blackstone Hilton 
Capehart TV Congress 
Delmonico Congress 
Dexter Congress 
Frigidaire Drake 
Manitowoc LaSalle 
Muntz TV Hilton 
Premier Stove Sherman 
Quicfrez LaSalle 
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Here’s an Easy Way to Keep 
Your Credit Rating Up-to-Date 


Answer Dun & Bradstreet’s 
request for your financial 
statement as soon as possible 


This month, the financial report- 
ing company is mailing requests to 
the nearly 3 million manufacturers, 
wholesalers and retailers who are 
listed in its reference book. In an 
accompanying leiter, J. Wilson 
Newman, Dun & Bradstreet presi- 
dent, reminds businessmen that the 
health of the country’s economy 
depends on the composite of indi- 
vidual concerns. He urges them to 
help the agency keep its credit re- 


ports current by mailing their 


statements promptly. 


What happens to the statement? It 
becomes a part of Dun & Brad- 
street’s credit report. The agency 
keeps up these reports from year 
to year. It holds all information 
confidential, revealing it only to 
subscribers who also hold it in 
confidence. Subscribers pay the 
whole cost of the service. 

On the basis of the revised credit 
report, the agency assigns a credit 
rating. These are the ratings which 
make up the Dun & Bradstreet 
Reference Book. They consist of 


two symbols: letters of the alpha- 
bet, indicating tangible net worth 
or financial strength, and a num- 
ber, reflecting a composite appraisal 
of your concern’s background, oper- 
ations, financial stability and pay- 
ment record. 

AAAI means a business is worth 
over $1 million and has a high 
credit appraisal; M-4 means the 
concern is worth less than $500 and 
has a limited credit appraisal. 


Why send a statement anyway? A 
credit record gives suppliers the 
latest facts they need to decide 
quickly whether to ship or sell a 
company. It also saves the expense, 
time and inconvenience of answer- 
ing requests for current credit in- 
formation. It strengthen and ex- 
tends your reputation, especially in 
new trading areas. 





Box Score: Fantastic. In 1959, sales of products bearing the famous Gibson 
Crest were up 92% versus average Industry gain of approximately 20%. Don’t 
factory figures’ — they mean Gibson Dealers are en- 
joying a bona fide bonanza! Hawaii By -Jet in ’60: Back from the sensational 
San Juan Convention only 90 days, Gibson Dealers are qualifying in record 
numbers to travel by PanAm Intercontinental 707 Jets to Hawaii, for the 
Gibson Convention this fall. More than 3,000 Dealers have already qualified, 
at a rate 10 times ahead of last year. 


brush these off as mere “ 


Frost-Clear Refrigerators and Freezers: Gibson’s got em! Not just ‘‘me- 
too” products, but an entirely new single-coil system that’s simple, saleable, 
service-free. Specify the mix you want in a solid Frost-Clear Car, and get the 
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GOING ON 
AT GIBSON ? 


PLENTY! AND MOST OF IT YOU SHOULD KNOW ABOUT 


finest units, hottest pricing you’ve seen in years. 


Other White Goods: Who stays hot in top-mount two-doors? Gibson does, 
month after month, year after year. Plus other special model refrigerators, 


other freezers and — bless it! — a very hot new electric range. 


Air Conditioners: Gibson has the one truly distinctive unit on the market 
— the exclusive 71-S Air-Sweep. Why? Because it’s a 1 h.p., 
normally requiring no special wiring. . 


Action: 


WANT To HEAP FOR Hawy;, BY ET IM Gp, 


get going...get 


That’s what Gibson offers, lots of it, and retail-profitable. If you’re 
hitting the Winter Market with hopes that this year wiil be better than last, 
bring your hopes to Gibson’s Merchandise Mart headquarters — or, for stay- 
at-homes, see your Gibson Distributor this week! 


115 v. plug-in, 
. delivers 30% more effective cooling 

. and has automatic, power-driven Air Sweep cooling distribution, for show- 
it-and-sell-it merchandising! Have you seen the new Air-Sweep (and the rest of 
the Gibson Room Air Conditioner line)? Well do, then make up your mind. 
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Gibson Refrigerator Company, Greenville, Michigan, a Division of HUPP Corporation 
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Don’t Miss 1960 YORK Exhibit 
At Borg-Warner Building! 






See How YORK Gives You wegee A WHOLE NE rTIONING 
More “SELL” For ’60 Than : , 

Any Other Room Air 
Conditioners! 


SEE 


HOW YORK REMOVES 30% 
MORE HUMIDITY FROM THE AIR 
WITH EXCLUSIVE COOLING 
MAZE COILS. 


SEE 


HOW YORK DELIVERS MORE 
BTU’S OF COOLING PER 
KILOWATT THAN ANY 


COMPARABLE AIR CONDITIONER. SEE 
Si HOW YORK HEAT PUMP WARMS 


HOW YORK CUTS OPERATING AND COOLS USING ONLY OUTSIDE AIR 
SOUNDS TO A WHISPER WITH TWIN AND ELECTRICITY. 
MUFFLERS AND NEW SOUND ISOLATORS. 


York puts more inte every unit, so you get more out of it. 


More Blue Chip Dividends From A BORG-WARNER 
York —Borg-Warner’s Vast Research BW ngpeameay tc 

ENGINEERING 
And Development Program! © 


MAKE IT BETTER 
YORK CORP., SUBSIDIARY OF BORG-WARNER CORP. [iebbbbdhettll © 
GRANTLEY ROAD, YORK, PENNSYLVANIA 





Air Conditioning, Heating, Refrigeration and Ice-Making Equipment « Products for Home, Commercial and Industrial tnstallations 
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eeps Through 


Last June four set makers adopted square - cornered, 


23-inch tubes. This week in Chicago, most other set 


makers are showing 23-inch “drop-ins” to fill out 


their lines. And by June of this year, square 23’s and 


square 19’s will be a big and vital part of virtually 


every line. HERE’S WHY. 


The face df TV is about to change. 

The new look will be the square 
look. 

By June of 1960, all the major 
makers of TV sets will be devoting 
important areas of their TV mix 
to the new look in both ‘consoles 
(with 23-inch square tube) and in 
tables and portables (with 19-inch 
tubes). 

If you’d tune in on the channels 
of communication between 
bulb suppliers, tube makers and 
set makers during any recent week, 
you could assume that the growth 
of the square look will not be 
smooth. However, there is no real 
danger of a confused market place 
simular to that of stereo. Most of 
the argument is intramural at the 
moment and is being kept at fac- 
tory levels. By June 
six months of experience with Jan- 
uary line 23-inch fill ins—the TV 
dealer will know all about the 
square look and will have some- 
thing to sell. 

Retail experience from Sylvania, 
Admiral, Hoffman and Packard- 


glass 


after some 


Bell, the set makers who went 23- 


By JIM CASSIDY 


inch last June, is good. Sylvania, 
which went all the way with 23- 
inch .square tubes—dropping the 21 
from its console line entirely—is 
currently sold out of merchandise 
and is riding its hottest crest in 
years, according to Bob Shaw, pres- 
ident of its set division. Shaw passes 
much of the credit to the newness 
of the ,23. 

The retailer need pay little at- 
tention to the competitive bicker- 
ing at factory levels. For him the 
new square look means one import- 
ant thing: it’s something new in 
TV. 


What’s new about it? The 23-inch 
tube is squarer and flatter than the 
conventional 21-inch. The picture 
it delivers is more like a motion 
picture in its rectangular aspect. 
The glass makers delivered that 
key feature in their design and 
engineering of the shape of the tube. 

The new look is the one basic 
seli. There are other sells too, ad- 
ditional viewing features: less glare, 
dust proofing, more styling poten- 
tial—all traceable to the technique 








called “bonding” or “laminating.” 


What is bonding? Picture the con- 
ventional 21-inch console. The 21- 
inch tube sits in its chassis and is 
viewed through a safety glass panel 
which sits in the face of the cabi- 
net. The safety glass is there to 
guard against the million to one 
chance of imploding. Imploding 
happens when and if the face of 
the TV tube cracks. The vacuum of 
the picture tube pulls the shattered 
glass into its neck and then fires it 
violently out at the viewer. The 
safety glass is a protection against 
this small chance occurrence. 

But, in taking this safety pre- 
caution, TV set designers are ham- 
strung. The safety glass must sit 
in the cabinet front and the de- 
signer can’t do much to change the 
styling of that detail. 

With the new 23, he’s freed. 
Glass makers have taken the safety 
glass plate out of the cabinet front 
and have moulded it to fit on the 
face of the tube itself. Tube and 
safety glass now become one piece 
and the designer is free to find new 


ways to use this feature in styling. 

Implosion danger is cut even 
farther with the bonding technique. 
The epoxy—‘“glue’”—which fills the 
space between the cap and the face 
of the tube minimizes any cracking 
and holds even shattered glass in 
place. Only air would move. Implo- 
sion is a quiet “pouff.’” Safety is a 
bonus feature of the 1ew one-piece 
styling feature. 


Current 23-inch sets take little ad- 
vantage of the new feature. Nor 
will drop-in offerings by others in 
January take much advantage of 
it. Stylists are still merely replac- 
ing the 21-inch tube with a 23. The 
result is less than dramatic. The 
retail salesman still must take his 
customer by the arm and point out: 
“That is a 23-inch tube.” Many 
makers are unhappy with this sit- 
uation. They want more dramatic 
styling which permit the 23-inch 
and its 19-inch brother to sell them- 
selves. 

Ideally the new square look must 

by simply being on the floor in 


a mix with conventional sizes 
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obsolete those conventional sets 
and make them look old hat. 

This will happen in time. Why 
has it not happened? The tube is 
too new. Designers have not yet 
designed sets around the new thing. 
The whole initial run of 23s has 
been and will continue to be until 
June—a rush act. 





In June you'll see some new things 
done with the new tube. Already 
the manufacturers are expecting 
the 19-inch to bring back the table 
model. With the 19, the table model 
will have a character it has not re- 
cently had. Currently it is either 
a 21 or a 17 and not importantly 
different from portables or consoles 
in function. 

How about the bug-eye look? 

) Originally it was felt that using 
the 23-inch tube and face plate as 
one unit, designers could shove the 
viewing surface out the front of 
the cabinet for new and radical 
styling. 

Careful! In the set factories at 
the moment bug-eye is a relative 
term. No one is happy with the look 
of a real bugging. And very slight 
projection of the tube is being re- 
ferred to as bugging. 


Squared, not bugged. In design and 
styling of sets, what you’ll see in- 
stead of bugging is all out effort to 
really square off the picture. Set 
front frames will be severly rec- 
tangular. Designers will accent the 
square look of the picture by sub- 
duing the traditional masking frame 
of the picture itself. Pictures will 
be squarer and—since the glass 
construction of the new tubes re- 
moves the familiar front bulge of 
the conventional 2ls and 17s— 
they’ll be flatter. 

As glass, the new tubes also de- 
liver some further pitching points. 
Bonded tubes eliminate the dust 
which clouds many of the millions 
of sets in use today. Further, re- 
flection is cut. 

Conventional TV styling cuts re- 
flection of room light by angling 


downward both the face of the 
tube and the safety glass. Ambient 
light bounces down and out of the 
viewers’ range of vision. With the 
new bonded tube—mounted straight 
on—potential reflecting surfaces are 
cut from four to two. Much talk 
and many demos—match _ tests, 
flash light tests—will be made of 
this feature. Glass makers are also 
developing glare cutting sprays and 
coatings for the other two remain- 
ing reflecting surfaces. 


What about costs? The new tube 
will cost the factories more. Costs 
will be passed on to the customer 
in most cases. Sylvania said in June 
that it was eating the added cost 
except in low end models. Admiral 
admitted it was passing the cost 
on, but was leaving some large 
margin in the difference for the 
retailer. Last month both RCA and 
Zenith showed their initial 23-inch 
offerings in the higher end models. 

What are the costs? A retailer 
really need not be concerned. Ac- 
tual extra cost is difficult to iso- 
late. Competitive glass makers, tube 
makers and set makers have a 
variety of ways to sing their songs. 

With the first offering of the 
tube, set makers said added costs 
were two: $4 to $5 more at factory 
for the tube, $4 to $5 for circuitry 
mecessary to sweep the squared 
corners of the new tube. 

Currently the latter cost is be- 
ing discounted. Glass makers— 
Corning Glass and Kimble Glass— 
are delivering a new deflection 
angle. In the 23, the new angle is 
114 degrees. This permits the tube 
maker to use the conventional 21- 
inch 110-degree gun and still get 
the picture into the corners without 
added circuitry costs. So say the 
glass men. The same applies to the 
new 92 degree angle which used to 
be 90. 

This still leaves about $5 differ- 
ence in the 23 over the old 21. Mul- 
tiplied out to retail it amounts to 
about $20. Where’s the $5? First, 
‘here’s more glass in the 23. Though 





the top to bottom and side to side 
dimensions of the 23 are the same 
as the 21, the corners of the new 
tube are squared off. Viewing sur- 
face is 20 square inches larger: 282 
square inches versus 262 of the 21- 
inch, and 174 square inches for the 
19-inch versus 155 for the 17. 

The safety glass, now formed to 
match the contours of the picture 
tube face costs more than conven- 
tional flat, rectangular plate safety 
glass. 

The tube maker, makes this 23 
inch tube differently than he did the 
21. After he puts on the phosphors 
as he used to and then puts in the 
gun as he used to, he has another 
step. He must do the bonding. 

The tube maker does not get his 
tube with face plate already bond- 
ed on by the glass maker. Bonding 
means that the safety glass cap is 
“glued” to the face of the tube with 
a transparent epoxy resin which 
hardens to the consistency of a pen- 
cil eraser. The heat of evacuating 
the tube would damage the resin, 
hence caps must be put on tubes 
after phosphors and guns are in. 
The capping process costs money. 
The resin costs money. 


Not all of the new squared tubes 
will be capped. And that’s one of 
the hot areas of intramural argu- 
ment. The set maker may buy from 
the glass maker either a one-piece 
tube with cap, or he can buy the 
tube from one source and the cap 
from another, or he can buy the 
tube and use it as he does the fa- 
miliar 21—without a bonded cap— 
placing it in a chassis behind con- 
ventional plate safety glass. In June 
lines, and in at least one pre-June 
line, you’ll see the 23 used both 
ways. And you’ll probably see the 
19 used both ways. Some set makers 
may even use it both ways—bond- 
ed and non-bonded. 

The bonded versus non-bonded 
issue ¢ame up as a result of Corn- 
ing’s introduction of the original 
23-inch bonded tube to the industry 
in the fall of 1958. Some set makers 


Here are the 3 big advantages of the square tube 
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resented crash program intrusion 
of anything so basically new into 
a TV business which was cruising 
rather smoothly. Others leaped at 
the chance to inject “new” into 
their sales curves. 

Kimble, whose share of the TV 
bulb market is considerably short- 
er than Corning’s, leaped at the 
chance to cater to the anti-cap set 
makers, notably General Electric. . 
Objection was not ’*so much to the 
new size and the shape as to the 
capping. Capping incidentally would 
get Corning a piece of the safety 
glass face plate business long domi- 
nated by Pittsburgh Plate Glass. 

What looked a few weeks ago 
like a Corning versus Kimble situa- 
tion has changed considerably. Kim- 
ble’s leg up was the ability to offer 


‘both bonded or non-bonded tubes 


at customer option while Corning 
was pitching only bonded. Set 
makers now feel that Corning will 
make the non-bonded available 
should the demand arise. With both 
sources offering both types of tube, 
set makers feel it will then be up to 
the TV consumer to decide the 
bonded versus non-bonded issue in 
the fall of 1960. 


Either way the industry is happy. 
The industry as a whole, with two 
sources now developed for either 
version of the new tubes, has re- 
laxed its resentment and is looking 
positively toward the potential in 
the new square look. Instead of 
worrying about the sameness which 
has been plaguing the industry, now 
set makers must suddenly concern 
themselves with the tremendous 
variety in product offered by the 
new tube mix. 

To some it is wonderful. Typical 
of these is Jim Toney, RCA’s vice 
president for product development: 
“‘We’re all in the shoe business all 
of a sudden. We’ve got 17s and 19s 
and 21s and 23s; 90 degrees, 92, 110, 
114; shorts and short shorts. Wom- 
en like to see a lot of shoes when 
they shop. We can sure offer them 
a wide selection now.” 
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SQUARER CORNERS give the new 23-inch tube 
its name. Squaring adds two inches to the diagonal 
measurement of the picture. Other dimenrions— 
height and width—remain the same as the conven- 
tional 21-inch. The new 19-inch squares the corners 
of the 17 similarly. Total viewing area increases: 
282 square inches of picture on the 23 versus 262 
on the 21; 174 for the 19 versus 155 for the 17. 

Original versions of the new tubes required ad- 
ditional chassis circuitry to sweep the picture up 
into the corners. Today’s improved versions: are 
designed with new deflection angles. The 114-de- 
gree deflection of the 23 permits set makers to 
sweep corners with the same gun and circuitry 
used in the 110-degree 21-inch. The 92-degree de- 
flection in the 19-inch does likewise for 17-inch 
components. Tube length—front to back dimensions 
—vary as they have before. 





FLATTER FACE of new square tubes is possible 
with new distribution of stresses and strains in 
glass design. Front bulging of old 21 is now gone. 

Square tube which is to carry bonded face plate 
in final use may be made lighter than square tube 
which is to be used un-bonded. In 1961 lines set 
makers will be using new square tubes both ways: 
either bonded or non-bonded. Some will go one 
way only; others will trail run with both. Bonded, 
or laminated, means that safety glass face plate 
which used to be fixed to cabinet front, will now 
be molded to fit contours of tube face and will be 
“glued” to it. Tube and plate become one unit. 

Non-bonded means set manufacturer will use 
the new square look tube in place of the old 21, but 
will not fix face piate to it. Safety giass will stay 
where it has been—in the cabinet front. Non- 
bonded means not capped. 


REFLECTION AND GLARE are reduced in the 
picture delivered by the new square, bonded tubes 
In bonding process, reflecting surfaces are cut in 
half. The epoxy glue which fills the space between 
the tube and the cup, cancels index of reflection. 

Non-bonded tube users will continue to coun- 
teract glare and reflection as they always have 
namely by slanting both tube face and face plate 
so that ambient light bounces down and away from 
viewer rather than back at him. 

Danger of tube implosion (odds against it are 
already several million to one) are further re- 
duced by bonding. Shattered glass would not fly 
at viewer, but would be held by epoxy as is wind- 
shield glass of a car. 
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Follow the lady 
Safecracker to 


| P room HGS 


. : in the 


3 Merchandise Mart 
SEE the new evidence that’s locked in the vault! \2° she's atthe ’ 
SEE and hear the Confidence Man! ® —__ sieht combination 


TAKE home a hag of new money-making tools! {=} 


The Combination Washer/Dryer With Confidence Built-in ! 
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COMPLETE LINE—There’s a KitchenAid that’s tailor- 
made for every prospect: renter, “going-to-buy,” 
homeowner or remodeler. 


EASY INSTALLATION—Every KitchenAid dishwasher 
is designed for easiest installation, with all parts 
readily accessible. 


MORE EXCLUSIVE FEATURES—Every one helps you 


build a solid, convincing sales story. 


SUPERIOR WASH ACTION—Only KitchenAid has the 
Hobart revolving power wash arm. No skinny, short 
tube which squirts tiny streams of water that depend 
on dish deflection for coverage—but a man-sized, full 
width-of-the-wash-chamber power wash arm. Scien- 
tifically placed and directed jets actually scrub every 
piece of tableware clean with an exclusive, high- 
velocity wash action. KitchenAid Dishwashers have 
completely effective washing capacity. 


KITCHENAID, the finest made. . 


FRONT FINISHES—Variety to suit any decor: white, 
stainless steel, wood hue copper tone enamel or 
antique copper plate . . or match it locally to 
any color. 


CUSTOMER SATISFACTION — Quality construction 
with porcelain enamel interiors, proven performance 
features and trouble-free operation have built cus- 
tomer enthusiasm unmatched in the industry. 


FULL PROFIT—Sell up your prospects to KitchenAid 
and get the full profit you deserve. 


SERVICE CALLS RARE—You don’t use up your profits 
in service and adjustment calls with top-quality 
KitchenAid, by Hobart. 


MORE ADVERTISING SUPPORT—A continuous con- 
sumer campaign in leading national magazines over 
the years has built greater consumer acceptance. 


Each time you sell a KitchenAid 





...1t starts to sell for you 


. by Hobart. The World's 

















Largest Manufacturer of Food, Kitchen and Dishwashing Machines. 





SEE ALL KITCHENAID PRODUCTS in our per- 
manent display, Room 1180 in the Merchan- 
dise Mart and at the NAHB, Booths 446-447, 
Hotel Sherman, Chicago, January 17-21. 











KitchenAid Home Dishwasher Division 
The Hobart Manufacturing Co., Dept. KEM 
Troy, Ohio 

(in Canada: 175 George St., Toronto 2) 


Please send full information on the complete 
line of KitchenAid dishwashers. 
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1 RECEPTION 
2 EXPOSURE 


3 DEMONSTRATIONS 


4 SERVICE 





THESE FOUR REASONS 


EXPLAIN WHY... 


Every 


ourth TV Set 


He Sells 
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By JOHN RICHARDS 








Roland Schiera, owner of Cozy Home Supply, 
Hyde Park, N. Y., has ‘been ‘selling color-TV 
for four years. First it was in dribs and drabs. 
Now of the 240-odd TV sets he sold in 1959, 60 
of them were color sets. 

‘What’s more,” says Schiera, “I’ll make as 
much on my 60 color set sales this year as I 
will on 180 of my black-and-white sales.” 

This claim is more significant when you real- 
ize Schiera sells consoles prcdominantly. He 
stays away from table sets, and prefers port- 
ables if he wants promotional numbers. Thus 
he’s comparing his color set sales with average 
B & W console sales of $300. 


Actually Schiera was sold on color early and 
his convictions about it have not wavered over 
the years. 

“The day will come,” he says, “when every- 
thing will be color. It’s ridiculous to think it’s 
not here to stay, or to be afraid of it. For a 
few dollars more, people can have its three- 
dimensional features. And it’s not an item 
that’s kicked around like black-and-white TV. 
There’s more profit in color for a dealer.” 


Schiera has translated his conviction into a 
color merchandising program which has be- 
come more refined over the years. 

For instance, approaching the Cozy Home 
Supply roadside store one is immediately hit 
by the exposure Schiera gives color. A 75-foot 
tower rears high over the one-story structure. 


Is COLOR 


al 


_It’s a 7-element traveling wave antenna in- 


stalled when he first wanted to be sure his 
demonstrations wouldn’t fail. 

“Actually a 20-foot conical will do just as 
well,” says Schiera. “And that’s what we rec- 
ommend to our customers. If they get a decent 
black-and-white picture and receive either 
Channel 4, New York, or Channel 6, Schenec- 
tady, they’ll have excellent results with color.” 

Next there’s the exposure he gives color. It’s 
in the neon stanchion sign in the front parking 
lot, in the color message blazoned across the 
front of his overhang, in the placards and 
banners spotted throughout the store interior. 

Inside are his demonstration sets, at least 
three at all times. They’re hooked into a Jer- 
rold distribution network so that he can plug in 
either black-and-white or color units and dem- 
onstrate them simultaneously. In the service 
shop is $3000 worth of color service equipment. 

“Actually through trial and error over the 
years,” says Schiera, “I’ve found you need at 
most two dot and bar generators, one for the 
shop and one for the truck; a broad band oscil- 
loscope, and a voltmeter.” 

Antenna, color signs, demonstration sets, and 
service equipment give outward evidences of 
how Schiera physically tackles color. All im- 
portant, however, is how he tackles the job of 
selling sets. 


First, he does not subscribe to home trials. If a 
customer presses him for one, he charges $25 
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PEAK RECEPTION—A 75-foot tower insures excellent 
reception for in-store demonstration sets. If a customer 
gets good signals on Channel 4, Schiera will sell color 
hard. He sells antenna kits separately. 


for the trial, applies it toward any later pur- 
chase. Once, about three years ago he worked 
hard on telephone surveys to set up demonstra- 
tions and to arrange color parties in the store. 
Now he has discontinued these approaches. 

“You can’t sell as many as 90 sets a year, as 
I did in 1957,” says Schiera, “and not have 
people know I specialize in color. Add the 
average 60 I’m selling since I trimmed my oper- 
ation and my overhead, and I’m getting talked 
about. Besides, I’m sold on color and I love to 
sell it.” 

Schiera uses the positive color sell the mo- 
ment customers walk through the door and 
say “We want to see TV.” 

“Are you .interested in color or black-and- 
white?” he counters. 

“Oh, you have color?” -they’ll usually say. 

“Certainly,” replies Schiera enthusiastically, 
and launches into that extra 20-minute effort 
to sell his prospects up from black-and-white. 

Already in color long enough to have sold 20 
sets to trailer owners and to be now selling 
color set trade-ins, Schiera has perfected a 
highly lucrative formula for juggling trades so 
that he makes maximum dollars out of every 
transaction. 


His formula includes two types of sale. First is 
the color set trade for a new color set. Second 
is the black-and-white trade for a new color set. 

To understand Schiera’s application of this 
formula one must understand his standard ap- 
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EXPOSURE—Big sign across store facade labels Cozy 
Home as a “Color Television Center.” Window stream- 


& ers and wall banners are everywhere 
Notice also the color sign on his truck. 


DEMONSTRATIONS—Schiera is never without three 
color sets on the salesfloor, all hooked into a Jerrold 
distribution network. He can readily compare signals 


with those of black-and-white sets. 


proach to black-and-white trade-ins. He will 
allow in trade 10 percent of the purchase price, 
or $30 on an average $300 sale. Usually he 
junks 25 percent of these trades, resells the rest 
just to get his money back. In other words, if 
he puts $3 to $4 worth of parts into the resale, 
he’ll market it for about $35. 


On trades applied against a color set he throws 
this 10 percent formula out the window. In- 
stead, Schiera switches to a set-by-set evalua- 
tion. Typical is a $600 sale of a color set in 
which he allowed $150 for a traded color set. 
Exclusive of the trade, Schiera made a clean 
$125 profit. With a minimum of fixing he 
marked the used set for resale at $195, which 
constitutes almost clear profit. Naturally this 
set evaluation program fluctuates according to 
the various RCA Victor series involved. Most 
trades may run from $150 to $200 on sets 
which originally were priced around $795 and 
up to three years old. However, on an ‘800 
series” set applied toward the “Mark 210 series” 
for 1960 the allowance might run to $300. 

If Schiera has allowed $150 for a trade and 
must replace a picture tube he immediately 
will mark the set to absorb this stiff repair bill 
and resell the color trade for upwards of $250. 

In 50 percent of the cases where a black-and- 
white set is traded with the purchase of a new 
color set, Schiera will continue to get a healthy 
profit on the new set sale and try to get ad- 
ditional dollars on the resale of the B & W, 


in evidence. 


according to the condition of the set. He has, 
however, switched this so that he takes low 
dollars on color if he can realize good dollars 
on the black-and-white. 

An outstanding example of this was a 1959 
model black-and-white set he sold last Febru- 
ary for $419.95. On November 10 he went on 
a service call to the owner, a customer of 
average income. Schiera sold them a color set 
for $695. The customer paid $450, plus their 
1959 B & W set. This particular color set cost 
Schiera $423, so he made only $27 on the color 
set. But he had taken back a 1959 B & W sold 
only in February for $419.95. Without making 
any major repairs, he sold the B & W set for 
$300—again an almost total profit transaction. 


Contrary to the opinion of many servicing 
dealers, Schiera maintains today’s color sets 
are easier to take care of than many B & W 
sets. He argues: 

“It stands to reason that where the cheapest 
color set is about $495 as against black-and- 
white sets at $199 which are stripped to the 
bone, the color sets have to be built better. 
I find the color set circuits better organized. 
Some service calls average only two per cus- 
tomer per year, as against three service calls 
on black-and-white in the first three months. 
Most of my color set headaches come when 
somebody inept works on one of my sets be- 
cause it went bad and the customer couldn’t 
wait for me to get to it. Like the case where a 


SERVICE—Very early Schiera bought $3000 worth of 
color servicing equipment, has found some superfious. 
He finds service no major problem. Per-set calls are 
low, and he claims new sets have few bugs. 





repairman put the purity control in backwards 
and blew out a whole circuit.” 

Schiera further contends that he could take 
a high school youth who knows nothing and 
within two weeks could teach him how 1) to 
remove a color chassis; 2) to re-install it; 3) to 
purify the tube; and 4) to converge the three 
colors. 

“I’m not talking about service know-how,” 
insists Schiera. “That’s something else again. 
But I am talking about the most common 
problems of color sets.” 


Schiera also minimizes the delicacy of color sets. 

‘You don’t have to worry about jostling the 
new sets,” he says. “You can tip them, shift 
them, lay them on their side in transport, and 
you can move them to various positions in a 
room. And you won’t run into major head- 
aches. In fact I’ve delivered them over the 
bumpiest roads, have uncrated them, plugged 
them in and they’ve worked fine right away. 
They’re coming through from the factory in a 
lot better shape than some of the earlier sets.” 

To buttress his selling efforts, Schiera offers 
a 90-day free service policy to augment the 
RCA one-year parts guarantee. What trouble 
he experiences with color sets usually clears 
up within that time. 

“Besides,” says Schiera, “if a set gives trouble 
beyond the 90 days, we’ll still keep working at 
it till it straightens out. After that they’re 
usually trouble free.” 









COOLERATOR DIVISION, DEPT. AC-14 
McGraw-Edison Company, Albion, Michigan 


Please send complete information on the new Coolerator Humidifiers 
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Priced for 


Fast Turnover 


with Full 
Mark-Ups! 


MAIL THIS COUPON TODAY! 
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Now Coolerator gives you a bigger market for humidifier sales! 

With revolutionary new design, Coolerator engineers have stepped up 
moisture output remarkably over older humidifier methods. This means 
these new Coolerators can run for shorter periods to get the same amount 
of moisture in the air! And they wash dust, pollen and soot out of the air 
with the water spray from the new Moisture Atomizer! 

Your customers save on operating cost, breathe clean dust-free air, ana 
enjoy complete comfort—even on the driest days—in homes that were 
hard to humidify before! 

And as always with Coolerator, you make bonus profits! You buy direct 
for better margins and get territory protection, too! At the same time, you 
get the backing of a nationwide system of factory-authorized service depots 
for fast action if needed. 

In addition, there are no service, delivery or installation problems to 
cut into your profits! 

Step up your profit this winter with these wonderful new Coolerator 
Humidifiers—mail the coupon below today for full information. 


COMPLETELY PORTABLE — Rolls anywhere, plugs in anywhere, weighs only 
30 Ibs. No plumbing necessary. Washes dust and dirt from air. Economical to 
operate. Automatic Humidistat and special Humidity Booster on Custom Models. 


Only Coolerator Humidifiers Have This 
Built-In Bonus Profit Plan 


2. FEATURES 3. DIRECT FROM 
FACTORY 


THAT SELL! 4. PROTECTED 
PURCHASING! 


TERRITORIES! 


1, QUALITY 
PRODUCTS! 








See the Coolerator Profit Line in Space 11-103 Merchandise Mart 


COOLERATCOR 


DIVISION 


McGRAW-EDISON COMPANY ec ALBION, MICHIGAN 
In Canada: 574 Fourth Line, Oakville, Ontario 


PRODUCTS OF McGRAW ( Home cee y Fee 
EDISON’ 
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“At last! The portable I waited for!” 


It’s here! The wonderful new Waste King/Universal 
PORTABLE DISHWASHER! Eight years in the planning...tested 
to perfection...now the world’s finest automatic dishwasher. 
It rolls where she wants it with the slightest touch. ..easily snaps 
on to the sink faucet...randomly holds 15 NEMA place settings, 
more than any other make...washes dishes better than she can 
... ANBD....it’s your hottest new seller in America’s 


fastest-growing appliance market! 
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-—— : “AND IT’S ALL NEW” This new model available approsimately April 1960. 
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“Now...sparkling, 
spotless dishes!” 


fers - 


“Because it's the best...” 
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Nearly 2 million families own a 


Only the Waste King/Universal POR‘FABLE washes Waste King/Universal FOOD WASTE DISPOSER 


. . ..-m«¢ ana -her make. It’s ynly 
dishes better than she can! New Z-arm split-level more than any other make. It’s the only 


— : . ; ee isposer with 30°, faster Liquefying Action 
washing action forces hot wash-and -rinse disp 30 faster Liquefying t 
and 95°; quieter Magie Sound Barrier. It’s the 
water to every corner of both top and bottom nd He in ii agie Sou . 


. . a: st advertised and most accepted dispose 
baskets! An exclusive self-cleaning Filter best ertised anc Se ons . 


; 1ame, with a long history of trouble-free 
System keeps water clear and clean during name, with a long history of trouble-free 


all five wash, rinse and dry cycles’so that performance. All excellent reasons why 
< asil, N c 3 aS f c 


dishes are left sparkling and spotless! Waste King/Universal belongs.in-yeur sales future. 
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“Simply beautiful...” 


ee 


MAVAV/eNovalslomebivalsi~ 
Detter than. I can...” 


The new Waste King/Universal BUILT-IN RANGE 
combines fresh, contemporary good looks with 
a baker’s dozen of really usable product —~ There’s never been a built-in to match the new 
features—like simplified controls: that help to” Wasté King/Universal UNDERCOUNTER 
create better cooking automatically. Baeked by DISHWASHER. New Z-arm split-level washing 
UNIVERSAL’S 88 years of experience in producing action forces hot wash ¢nd rinse water to both 
finer cooking equipment...designed by Henry baskets —top-and bottom. Available in an 


Dreyfuss, internationally famous industrial unlimited number of cabinet-matching, 






front panels. Other features: Magi-Matic 
masterpiece of beauty and simplicity. Cycle Selector; exclusive self-cleaning 


Filter-System; true random loading. 
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designer...the new BUILT-IN RANGE is a : 
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~-° “AND IT’S ALL NEW...” 
a This new model available approximately May 1960. 


_____» “AND -IT’S ALL NEW.” é 
This new model available approximately June 1960. 
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universally...” 


Since 1872, UNIVERSAL has been the cooking a steytes 
of millions of American families. 
There have been many changes, of course. But the 
high standard of cooking excellence has 
never changed. That’s what UNIVERSAL by 
Waste King/Universa! wil! tell your 
customers in this year’s many exciting 


promotions throughout the nation. 
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“No garbage! No trash! 


No smoke!” 


The new smokeless and odorless 
Waste King/Universal INCINERATOR, 
gas fired and quiet, disposes ef up to~1!» bushels 
of garbage and burnable rubbish at one time! 
Exclusive Thermo-Catalytic After Burner 
removes alivsmoke and odorous gases 
not consumed in the main burning chamber. 


Other features: Leak-proof lid: 


foot pedal lid opener; automatic safety shut-off. 
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“all new...” 


The name is new. Waste King and Universal have been 
leading specialists in the appliance industry for a long time. 
Now these two quality manufacturers are united 
into a new brand name. To the consumer, this means a 
kitchen equipped with the finest appliances she can buy. 
To you, it means much more... It means a single source 
for a complete line of famous disposers, undercounter 
dishwashers, portable dishwashers, free-standing ranges 
and built-in ranges...sold across the nation 
... backed by 434 service agencies and a full staff of 
consumer relations experts. .. promoted by advertising in 
almost every magazine your customers read. 
It_means product, marketing and operational research 
facilities constantly working to bring you technically 
es superior products at competitive prices. 
It means that, as of January 1, 1960, there’s a new and 
aggressive appliance manufacturer on the scene— 
a — a with two proud histories and a promising 


future. We hope you’ll share this future,with us. 
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WASTE KING 





WASTE KING CORPORATION - LOS ANGELES 58, CALIFORNIA 
FINER PRODUCTS FOR THE HOME...FOR RESTAURANTS 
ANDLINSTITUTIONS...FOR INDUSTRY...FOR DEFENSE 


DISPOSERS - UNDERCOUNTER DISHWASHERS - PORTABLE DISHWASHERS 

BUILT-IN RANGES». FREE-STANDING RANGES .- INCINERATORS 
COMMERCIAL FOOD WASTE REMOVAL SYSTEMS 

COMMERGIAL COOKING EQUIPMENT - TECHNICAL PRODUCTS 
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SPRING Tonic SALE | 
 Bitme 
Bor Look WHAT IAM 


A jumping Georgia jackass tethered by a 
country-costumed deliveryman was led around 
town to unleash a substantial number of sales 


Cut-outs of star appliance-TV salesmen for 


each month dot the calendar at Davison-Paxon 
Co., Atlanta department store. Buyer-sales 


Antiquated junk refrigerators painted in garish 
hues and blazoned with a “Trade Now!” mes- 
sage pull trade-in minded customers right off 


s 


for dealer Thurman McCoy of McCoy’s Furni- 
ture, TV & Appliance Center, Chamblee, Ga. 
Tab was economical ten dollars for the mule. 


manager Gus Hoefeller says pix-on-the-calen- 
dar prize blends well with monthly savings 
bond awards to encourage the salesmen. 


iy 


US 101 to once-hard-to-notice Nelson’s Appli- 
ance and TV, in Los Altos, Calif. Manager John 
Mayne says the gimmick adds gusto to sales. 
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IDEA 
DIGEST 


Good ideas don’t always come 
easily, but when they do a little 
initiative on your part can make 
them prime business builders. 
Here are five which were suc- 
cessful for their originators. 


LT. 


Keep those electric clock displays moving for 
extra sales, counsels Lyle Aber, operator of 
twin Aber stores in Boulder, Colo, He rotates 
a 4x6-ft. pegboard “easel” with a new display 
each month among shop traffic centers—near 
air conditioners in summer, near housewares 
around Mother’s Day. Result: clock sales have 
zoomed up at Aber’s by a whopping 250%. 


P ad 

Handouts to hungry, thirsty small fry hike sales 
at University TV and Appliance Co. in Denver. 
At “kiddie parties” every Saturday, owner 
Manny Greenberg serves quantities of coke and 
ice cream from a floor display refrigerator, and 
finds the younger set well-behaved and grate- 
ful. A pair of ten-year-old twins sold several 
refrigerators, a washing machine, a TV set and 
two: electric ranges for Greenberg on sheer 
“good will.” Other typical tots always toot 
University’s horn when it’s appliance buying 
time. Parents often stop by to say thanks and 
stay to buy. “Sales built in this way are always 
more profitable than when the customer is out 
shopping price tags,’”’ observes Greenberg. 
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They Like the New Weekly 


CAAA 


To the Editor: 

I like the new ELECTRICAL MER- 
CHANDISING WEEK format. Much 
newsier. 

Martin Sheridan 
Director Public Relations 
Admiral Corp. 

Chicago, Ill. 


To the Editor: 

We are happy to see the first is- 
sue of ELECTRICAL MERCHAN- 
DISING WEEK that has just reached 
our desks. It looks interesting and 
informative and we are certain it 
will be a big help to busy people. 
They will be able to quickly pick out 


the items which interest them. 

We are looking forward to more 
comprehensive, interpretive and pene- 
trating coverage of the appliance in- 
dustry through this wonderful new 
publication. 

Joseph B. Smith 

Manager Public Relations 
Westinghouse Electric Corp. 
Columbus, O. 


To the Editor: 

I got a look at the new ELECTRI- 
CAL MERCHANDISING WEEK yes- 
terday. Congratulations! This medium 
is something to crow about. The for- 
mat is excellent, editorial content 


interesting, paper of fine quality and 
press work fine. 
This combination should bring your 
people much fine comment. 
Harold E. Boyce 
Arcade Advertising and 
Lithographing Corp. 
Chattanooga, Tenn. 


To the Editor: 

I like it. 

And the weekly appearance will 
make it most welcome in this agency. 
Good luck. 

Earl Lines, V.P. Marketing 
Willard G. Gregory & Co. 
Los Angeles, Cal. 
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THE 

MOST 
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OLYMPIC DUAL CHANNEL 
STEREO-RADIO COMBOS 


with AM or AM/FM radio 


Dual Channel Stereo Phono with AM/FM Radio \ 
SS Grained Oak, Mahogany, Walnut or Ebony Finishes \f 








SELL THE MOST FEATURES...GET FULL PROFIT 


..from the industry’s most successful pricing-merchandising formula! 


* Dual channel all-in-one stereo 
* 4-speed record player ° 


Custom hand-wired radio 


* Exclusive Stereo Switchboard for stereo all through the house! 


* 4 speakers, crossover network + 


15-watt peak, 50-12,000 CPS 


* Full range separate treble and bass for each channel 


* Slide rule tuning dial 


* Matching remote speaker enclosures provide 4-channel stereo 


OLYMPIC 





DIVISION OF THE Sri GLER CORPORATION 


N. Y. TIMES MAGAZINE «© 


ADVERTISED IN LIFE © LOOK © POST « 
Olympic Radio & Television « 


COME...SEE... SELL... 


HOUSE BEAUTIFUL © 
Olympic Building « 





MODEL 729 
a 


Dual Channel Stereo Phono with AM Radio 


Grained Oak, Mahogany, Walnut or Ebony Finishes 


HOMSE ® GARDEN © LIVING ¢ 
siaad City 1, N.Y 


GOOD HOUSEKEEPING * EBONY 


© World's Leaders in 6-Way Stereo Combinations 


OUR SILVER 
ANNIVERSARY... 
YOUR BIG 
DOLLAR YEAR! 





“THIS WEEK” NEWSPAPER SUPPLEMENTS 
« Stereo Hi-Fi © Radios © Phonographs 


VISIT OLYMPIC AT THE CLUB HOUSE OF THE CONGRESS HOTEL, CHICAGO — JANUARY 4-7, 1960 








To the Editor: 

After| reading the first issue of 
ELECTRICAL MERCHANDISING 
WEEK, I am quite enthusiastic about 
the new magazine and am anxious to 
receive it weekly. 

Rebecca P. Lovingood 

Instr., Household Equipment 
The Ohio State University 
Columbus, O. 


To the Editor: 

I have just looked through ELEC- 
TRICAL MERCHANDISING WEEK, 
the Nov. 23 issue. 

The only comment I have in answer 
to your front page invitation for 
same is that if the front page looked 
more imposing it would symbolize 
more accurately the excellent con- 
tents inside. As a layman, I would 
suggest a colorblock across the top 
where your logo is and perhaps down 
the left hand side where the column 
reads “Can Downtown be Saved?” 

Guenther Baumgart, Pres. 
AHLMA 
Chicago, Il. 


To the Editor: 

I have just finished reading your 
first copy. 

Congratulations on hitting such a 
high standard the first time out. If 
you stay reasonably close to the 
quality of the first issue, you will 
have a very fine weekly prospect. 

William M. Freudigman 
Executive Secretary 
Electrical League of R. I. 
Providence, R. I. 


To the Editor: 

We have just finished reading your 
first weekly publication of ELEC- 
TRICAL MERCHANDISING. Please 
accept our congratulations on a de- 
lightfully refreshing publication— 
keep up the good work. 

Robert E. Schuler 
Director of Sales 
Pioneer Saws 
Waukegan, Ill. 


To the Editor: 
Congratulations on the new ELEC- 
TRICAL MERCHANDISING WEEK. 
Your step is in the right direction. 
In this fast moving age of changes, 
we need a magazine that keeps us 
in touch with the market weekly. 
New lines coming out, and introduc- 
tion of new policies and changes. 
Let’s have the Southwest repre- 
sented a little more. 
Let’s have sales training articles. 
It’s a long time since you had them. 
Melvin Ross, Mgr. 
Griffiths Appliance Center 
Albuquerque, N. M. 


To the Editor: 

Ever since I learned of your in- 
tention to switch from a monthly to 
a weekly publication, I have been 
waiting for the first issue—it’s ex- 
cellent. 

Your weekly publication of in- 
dustry news and other information 
minimizes the time lag and makes 
your already excellent publication 
better than ever. 

R. J. Miller, Director 
Sales Training 
Clevetand Electric 
Illuminating Co. 
Cleveland, O. 


To the Editor: 

I have received the first weekly 
issue of ELECTRICAL MERCHAN- 
DISING ... it is excellent .. . lots of 
good information as usual ... and 
very much to the point. 

My best wishes to you for a great 
deal of success with this weekly 
which is something this fast-moving 
and fast-changing industry needs. I 
Continued on page 29 





THE NEW SENSI-TEMP UNIT IS HERE! AND THAT’S JUST ONE OF THE 
MOST-WANTED FEATURES IN THE NEW LINE OF HANDSOME, EASY-TO-INSTALL 


OVENS AND COOKTOPS 


NEW SENSI-TEMP AUTOMATIC SURFACE UNIT MAKES ANY PAN AUTOMATIC! 


Frying pans become 
automatic skillets, all 
pots and pans become as 
automatic as their elec- 
tric counterparts on the 
General Electric Sensi- 
Temp Unit*. This new 
unit automatically main- 
tains temperature dialed 
for any top-of-the-range 
cooking. No constant 
watching, no scorching, 
no burning either. Auto- 
matic griddle included. 
Automatic custom oven 
and cooktop with Sensi- 
Temp Unit shown here in 
Canary Yellow. Sensi- 
Temp Unitwill be available 
in May. 


’ 


Eye level cooktop con- 
trols built into the hood 
are a General Electric 
“‘first.”” They eliminate 
reaching over hot pots, 
are easy to see, easy to 
use and can’t be reached 
by young children. Hood 
has exhaust fan and flood- 
light. Custom double 
oven and hood shown in 
Coppertone. 
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FREE! Plans, specifications and accessory sources for all kitchens Progress /s Our Most /mportant Product 
pictured are available from: Range Department, General Electric 


Company, Building 2, Appliance Park, Louisville, Kentucky. G = N F a A L a LE CT i] | C 


*Trademark of the General Electric Company 
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Single or double ovens— 2 or 4-unit cooktops 


General Electric offers the 
features homeowners want most 


With General Electric Ovens and Cooktops 
you can blend with any color scheme, fit 
any floor plan and provide custom installa- 
tions in every price class quickly and easily. 
Best of all, you can provide the features 
homeowners want! 


In this smartly styled kitchen at right, the up- 
front pushbutton controls on the drop-in cook- 
top put all controls right at the fingertips! And 
the oven control panel (on every General 
Electric oven) puts all controls at eye level 
where they’re easy to read and reach! 


Pius all these popular features 


Automatic Oven Timer that can be set 

simply, in seconds + Built-In Meat Ther- 

mometer in oven sounds a buzzer when 

meat is ready + Front panel service access 

. eliminates need to remove oven « Fo- 

cused-Heat Broiler for “charcoal type”’ 

broiling » Built-in oven vent keeps door 

e au 4 : . and controls condensation-free « Separate 

Removable oven door Automatic rotisserie bar- Minute Timer ...sets from 1 to 60 min- 

makes it easy toreach any becues a 20-lb. roast to utes - Eye-level controls . . . with large, 

part of oven for cleaning. juicy perfection! Stainless easy-to-read dials + See-through oven 

Open door, release safety steelspit. Removable, sure- window lets you watch what’s cooking - 

latch, slide door off. Slides grip handle lets you handle Extra hi-speed units for clean, safe, de- 
back on as easily. rotisserie safely, easily. pendable cooking. 
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X-OR-MA : Mix-or-Match ovens and cooktops in like or contrast- 
ing colors! ‘Ov ens in Petal Mo gant Green, Canary Yellow, Woodtone Brown, 
White, Coppertone and Satin Chrome. Cooktops in all colors and stainless steel. 
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Cooktop Model J-880 
with new Sensi-Temp | i 
Unit has remote push- nad ; = 2 , 

button control panel for . x . ! 

cabinet or wall installa- . 

tion. Model J-882 , | 
(Stainless Steel). | AS | 


~ 


Deluxe Oven J-720, Custom Single Oven J-750, Custom Double Oven J-780, 
J-722 (Satin Chrome), J-752 (Satin Chrome), J-782 (Satin Chrome), 
J-724 (Coppertone) J-754 (Coppertone) J-784 (Coppertone) 


Cooktop J-820 has integral controls, Cooktop J-810 with controls built in hood, Cooktop J-850 has remote controls, 


+ 
j 
Model J-822 (Stainless Steel) Model J-812 (Stainless Steel) Model J-852 (Stainless Steel) | 
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New General Electric one-piece built-in range: the 


Easy one-piece installation ...custom built-in appearance 


ihe 
eo: Se 
wae =—% 


NEW MARK 27... General Electric’s handsome new one-piece built- 
in range has already won tremendous acceptance by kitchen dealers 
coast to coast. 

These General Electric dealers find that the Mark 27’s compact- 
ness of design and ease of installation make it a natural for any type 


Slides into 
place easily 
—saves 
space, time, 
and labor 


Only one unit to install, one control to connect! 
Mark 27 needs space only 27” wide x 24” deep. 
Smart between cabinets, or in island or wall instal- 
lations. Leaves enough room for an extra appliance 
or cabinet. Control mounts wherever convenient. 


kitchen—as well as saving them money. The Mark 27 has such 
famous General Electric high quality features as the big-capacity 
oven, removable oven door, focused heat broiler, automatic oven 
timer, minute timer and pushbutton controls—a really terrific lineup 
of extra selling points with prospects. 


Look at these savings! 


.SAVE up to $25.00 
.SAVE up to $45.00 
.SAVE up to $20.00 
SAVE up to $20.00 


$110.00 
10.00 
NET SAVINGS TO YOU $100.00 


Savings approximate. They will vary with local material, equipment and 
labor costs. 


Single conduit connection............ 
No oven cabinet needed............. 
No cooktop base cabinet needed ..... 


No wasted countertop covering 


Less base panel below oven of Mark 27 (optional) . 


Progress /s Our Most Important Product 


GENERAL ELECTRIC 





Designed and engineered for fast, easy installation 


JUNCTION BOX LOCATED 10"LEFT 
OF CENTER IN BACK OF CABINET 


2" X 4" OR EQUIV. RUNNERS, 


\ 
FLEXIBLE POWER CABLE — 


JUNCTION BOX> ge 


K 5%" 
Cie” 
one-piece oven 


installs in minutes 


No assembly needed. Oven 

comes from the factory com- 

plete, ready to slide into wall 

opening or 27-inch wide cab- 

inet. No knobs or trim to remove 

or replace. No time or labor 

needed for complicated electri- 

cal connections—just one simple 

conduit to attach. Installation in . 

minutes Control Hood 


1/2” MIN. DIAMETER CLEARANCE 
<—\ HOLES FOR CONDUIT 
FOR COMPLETE SPECIFICATIONS 

— 
and installation information, contact your local G-E ——, ots 
distributor or write Range Department, General 
Electric, Appliance Park, Louisville 1, Ky 


DIMENSIONS FOR BASE CABINET OPENINGS 


COOKTOP _ TRIM 
; :- COUNTER TOP po bey 
Sy front of 
MOUNTING BRACKET wise 
SURFACE UNIT HOUSING Shows installation of custom 
THUMB SCREW Sap Suanenn eevee te miners 


of counter grippers 





One-piece drop-in cooktop has built-in Six thumb screws to tighten...one conduit One-piece oven slides into wall opening or 
pushbutton controls . . . means no separate to connect . . . done! This oven and cooktop 27-inch cabinet. Comes from factory com- 
control panel to mount. Unit fits flush with were installed by The Eagles Co., Louisville, plete and ready to install—no knobs or trim 
counter top. in less than 32 minutes. to remove or replace. 
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THEY LIKE THE NEW WEEKLY conrtinuep From pace 24 


. hope I can contribute something to . 


it, and as interesting items and events 
occur I will forward them to the 
News Editor. 

S. D. Freeman, Pres. 

The Burden-Bryant Co. 

Springfield, Mass. 


To the Editor: 

Congratulations! 

Your first issue set a fast pace. I’m 
sure you will be many, many times 
more effective as a weekly. Un- 
usual for me, I found myself with 
scissors in hand clipping away. 
Whether or not the articles I’ve clip- 
ped will be useful is beside the 
point ... at least, you’ve convinced 
me that I should read them more 
than once. 

Best of luck as you run at your 
new frantic pace. 

Robert R. Frederick 
Household Refrigerator Dept. 
General Electric Co. 
Louisville, Ky. 


To the Editor: 

Congratulations on the new ELEC- 
TRICAL MERCHANDISING as a 
weekly publication to serve the in- 
dustry. Keep up the good work as 
done in the first issue of Nov. 23, 
1959. 

J.D. Wheeler, Jr., V.P. 
Holmes Electric Inc. 
Feyetteville, N. C. 


To the Editor: 

The new “Merchandising” is ter- 
rific. A Real Dealer Aid. Real news 
(while it is news). New ideas and 
trends that affect all of us in this 
industry are briefly but fully pre- 
sented. Congratulations! 

Al Barrett 
Electric Service Co. 
Stamford, Conn. 


To the Editor: 

I just would like to congratulate 
you on the issue of the Merchandis- 
ing Week. It certainly makes a fine 
merchandising publication and a 
great contribution to the appliance 
industry. 

I wish you continued success in 
maintaining the high standards and 
good start that you have made. 

Robert C. Upton, V. P. 
Whirlpool Corp. 
St. Joseph, Mich. 


To the Editor: 
I have just finished reading. the 
first MERCHANDISING WEEK cov- 


of arranging our incentive program. 
It certainly represents a true picture 
of our planning and the accuracy is 
a credit to the efficiency of your re- 
porter. 
- Let me also take this opportunity 
to tell you how much I like your new 
format. Since I now get “Merch” on 
a weekly basis, I will not hesitate to 
say that it is even more than four 
times better than before. 

Salvatore Giordano, Pres. 

Fedders Corp. 

Maspeth 78, N. Y. 
To the Editor: 

It is refreshing to hear that ELEC- 
TRICAL MERCHANDISING is to be 
a weekly publication since it should 
create additional interest among the 
electrical dealers now receiving it; 
furthermore, bringing to many in- 
formation 51 times annually rather 


than the present 12 should stimulate 
more appliance activity. 

It might be of some interest to 
you to know that we are supplying 
the more aggressive electrical deal- 
ers with a gift subscription to ELEC- 
TRICAL MERCHANDISING WEEK 
for 1960. 

E. Z. Fredericks 

Commercial Sales Supervisor 
City of Tacoma, Wash. 

Dept. of Public Utilities 


To the Editor: 

We have subscribed to your month- 
ly ELECTRICAL MERCHANDISING 
for many years and have enjoyed the 
many articles including your timely 
reports on West Coast conditions and 
events. Now that it will be a weekly 
issue, I am sure we will enjoy it 
even more so. 


In our compeszy, ELECTRICAL 
MERCHANDISING is a “bible” and 
required reading for over 15 of our 
key personnel! 

George J. Fukunaga 
Executive Vice President 
Service Motor Co. Ltd. 
Honolulu, Oahu, Hawaii 


To the Editor: 

Your announcement’ concerning 
ELECTRICAL MERCHANDISING is 
of special interest and I look for- 
ward to its receipt and subsequent 
benefits. Having worked back east 
with Larry, Harry and the boys in 
New York, I can well appreciate 
that they must be really “burning 
the midnight oil” on this one. 

John Wicht, Branch Mgr. 
Hamilton Mfg. Co. 
Los Angeles, Cal. 





HIGH PROFIT 
| and PROVEN 
| DEPENDABILITY 


... that’s the Quic-sell story of 





Ka fpee 
FREEZERS and 
REFRIGERATORS 


With Upright and Chest FREEZERS 
backed by an exclusive LIFETIME 
PROTECTION POLICY, plus High 
Profit and proven Dependability, you 
have more to offer when you sell 


QUICFREZ. In a QUICFREZ you have 
57 years’ manufacturing experience .. . 
modern styling by Joseph R. Mango, 
F.I.D.1. . . . unequalled care in 
engineering, assembly, testing .. . 
powerful sales tools to help you sell. See 
the complete Quicfréz line: Refrigerators 
from 9.0 to 13.6 cu. ft.; Upright 
Freezers from 11.2 to 21.7 cu. ft.; 
Patrick Monaghan Chest Freezers from 14.2 to 20.5 cu. ft.; 
Patrick Monaghan Associates, Recessed Twins — matching 6.0 Freezer 
Inc. and 7.4 cu. ft. Refrigerators. Get the 
New York City Quic-sell facts about Quicfréz — the 
line with a world-wide reputation for 
quality. You'll be glad you did! 


er to cover. Congratulations on a 
great new magazine for the appli- 
ance industry. 

The pervading thing about it is its 
newsiness. You get a real sense of 
being close to what is reported. The 
first issue sets a high standard of 
reporting to live up to; but with 
people like Ted Weber and his staff 
I am sure you will do it. 


To the Editor: 

Congratulations on ELECTRICAL 
MERCHANDISING WEEK. 

It is interesting, informative and 
fast. Reading it is a good way to 
start off the week and we are look- 
ing forward to receiving it every 
Monday morning. 

John A. Morrison 
Managing Director 

The Electrical Association 
of Philadelphia 
Philadelphia, Pa. 


if you can’t visit the January Market, 
Space 544A, American Furniture Mart, 
mail coupon today for full details. 


QUICFREZ INC., Dept. EMW 
Fond du Lac, Wisconsin 


Yes! Please rush, without obligation, the “Quic-sell” 
facts about the Quicfréz line! 
To the Editor: 

I would like to express my sincere 
thanks for the superb story that ap- 
pears in the current issue of ELEC- 
TRICAL MERCHANDISING WEEK 
on Fedders’ dealer trip to Acapulco. 

To be very frank, I don’t think 
anyone has ever before attempted to 
present in such detail the intricacies 


Name__ 





Address 





_—_—Zone___State 
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For 1960...Supremacy 
in Every Appliance! 















MARK OF QUALITY THROUGHOUT THE WORLD 














Admirai ‘‘Upside-Down"’ Dual-Temp 


Model 16RF95—14.65 cu. ft. gr. cap. Capacity 
Model 16RF65—14.67 cu. ft. gr. cap. Nearly 10% increased nearly 10%, floor space unchanged! 
increased capacity, in the same floor space. Sepa- ; Feature-packed refrigerator up top for maximum 
rate freezer stores 106% Ibs. of food. No-defrost convenience. Lower freezer stores 136 ibs. No- 
refrigerator has every wanted feature. s | defrost refrigerator. No-detrost freezer. 


Admiral 2-door Dual-Temp 























Admiral Upright Freezer Admiral Chest Type Freezer 


Model 19VF80—18.75 cu. ft. gr. cap. Provides ; Model 24HF80—23.1 cu. ft. New, largest ca- 
almost 2 cu. ft. more capacity in the same floor | pacity per sq. ft. of floor space on the market. 
space; freezes 634 Ibs. of food. Glide-out storage + Freezes 809 Ibs. of food. Three removable 
basket; ‘Pantry Door'’ with adjustable removable Ne baskets; adjustable partition; separate quick- 
shelves; 2 package dispenser racks. freezing compartment. Counter height. 
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Admiral 30” Electric Range i Admiral 40” Range 


Model 3RG8—Giant ‘Picture Window” oven, the ——— Model 4RG8—2 ovens; non-fogging giant 
world’s largest! Automatic roast meat thermom- | bese “Picture Window,” full height auxiliary oven. 
eter. Flex-O-Heat precision controlled surface 5 : | Meat thermometer. Flex-O-Heat surface units. 
units. Automatic Temperature Contro!. Remov- { — Removable oven doors. Built-in griddle; Auto- 
able oven door. matic Temperature Control surface unit. 











Admiral ‘‘Ruler’' Air Conditioners Admiral ‘‘Coronet'’ Air Conditioners 


Mode! 440AC7—World's most powerful air conditioner for Model 550AC23—Alimost 10,000 BTU's of cooling in the 
its size. Less than 12” deep, 13%” high. Fits flush to wail S most compact cabinet. High power ‘squirrel cage" fan; 
inside and outside. Up front easy-set controls; full 360 automatic thermostat control. Evaporates up to 7 gals. of 
air-flow louvre. Flex-O-Mount kit for fast, simple, do-it- moisture a day! Full 360° air-flow louvre. Slide-out.chassis; 
yourself installation. quickly, easily installed. 


~ 


ey History begins all over in 1960...with Admiral Dual- 

The re All New for 60 Temps, refrigerators, freezers, ranges and air conditioners 

Y ...the quality appliances that have been making history 

for years. New sales-volume...surpassing the highest 

j M B marks you ever have known. New profits...far ahead of 
‘ eee Ore eauty any you ever banked before. A new and better day indeed 
for alt who answer promptly when such a top-quality 

opportunity beckons. Shown here are just a few of the 


More Features.. More Profit! new Admiral appliances designed for leadership in 1960. 


Call your Admiral distributor...right now! 


MARK OF QUALITY yt», THROUGHOUT THE WORLD 


ADMIRAL 


Admiral» Soid in 106 countries...Mfd.in U.S.A., Argentina, Australia, Brazil, Canada, Chile, Italy, Mexico, Philippines, Spain, Uruguay. Admiral Corp., Chicago 47, Itl., and Port Credit, Canada 
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For some years now, General Electric has been devel- 
oping a training program for its dealers. 


Now, for the first time anywhere, here’s a full profile 
of that program and an intriguing description of one 
aspect of it—a management conference for dealers 
held last month in Miami. From it you'll discover .. . 


With the razor-sharp discussion 
leaders lecturing, stimulating, lead- 
ing the way through tough case- 
study problems, and the 10 serious- 
faced students gnawing their pen- 
cils, taking notes, tossing the ball 
back and forth in open discussion, 
it could have been a graduate sem- 
inar in Modern Business Methods 
at any university 

Or could it? On second look, were 
the instructors’ suits a bit too 
Brooks, their knowledge too hard- 
fisted to have drifted down from 
the Ivory Tower? Was the students’ 
hair thinner than it ought to be; 
were their questions too penetrat- 
ing, their answers too knowing? 


No college classroom this. The 
scene: the auditorium of General- 
Electric’s Miami office, Sales and 
Distribution Department. The in- 
structors: George Welch of Louis- 
ville, national manager of the de- 
partment’s highly organized sales 
training operation, and Al Taylor, 
sales trainer for G-E’s southeast- 
ern district, out of Jacksonville. The 
students: 10 of the most successful 
General Electric dealers in the 
Miami area. The occasion: a G-E 
dealer - management conference 
carefully distilled what-to, why-to, 
how-to and when-to 


For two days, Welch and Taylor 
prodded, needled, challenged the 
dealers through the six basic areas 
of the course—store personality, 
finance, budgeting, personnel, credit 
and advertising. During the meet- 
ing, the participation pattern un- 
folded precisely as Welch, an old 
training hand, had known it would. 

At first, the retailers sat pat, 
waiting to be taught. Within a 
couple of hours, they began loosen- 
ing up, moving ahead with ideas 
of their own. By afternoon of the 
second day, they came charging 
full-tilt down the stretch, trading 
comments, suggestions, criticisms 

and the discussion leaders’ 
problem had become one of slowing 
them down for the wrap-up. (Says 
Welch, “Instead of tryifg ‘to tell 
them how to run their businesses, 
we start the ball rolling, then let 
them tell each other.’’) 

As the conference broke up and 
the dealers headed home, with them 
went fat notebooks, bulging with 
handout sheets and notes on sub- 
jects as diverse as discovering a 
store’s personality, adjusting it 
toward the consumer-group' the 
dealer wants to reach, and strength- 
ening it .. . the importance of 
knowing how to make up and read 
a balance sheet and P&L statement 
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EMPTY CHAIRS in auditorium underscore the seminar-like at- 
mosphere of a G-E management conference for dealers. Close-knit 
group on stage listens to George Welch as sales trainer Al Taylor 


waits turn at far left. 


How a Manufacturer 


Tries To Make Retailing Profitable 


ratio analysis, and its value in 
diagnosing danger signals in a 
business setting up an opera- 
tional budget and applying it as a 


performance yardstick hiring, 
training and compensating sales- 
men... selecting a finance plan 


controlling repossessions ; 
what establishment an advertising 
budget can mean evaluating 
media and measuring résults. 

For an outsider suddenly arriv- 
ing on the scene, the toughest prob- 
lem would have been identifying 
the sponsor, so rarely did the G-E 
name crop up. No effort was made 
to pitch the product or build the 
brand. As Welch put it, the object 
of the conference was simply to 
“upgrade the operations of already 
successful dealers, through expos- 
ing them to better business prac- 
tices and trying to excite them to 
the point where they’ll seek compe- 
tent professional help in the areas 
in which their businesses need it.” 


As a follow-up to the conference, 
the dealers will be asked by ques- 
tionaire which two of the six areas 
covered have ‘proved to be of the 
greatest value. Then, in three 
months, the group will be recon- 
vened for a one-day session on the 
two most popular subjects, under 





the leadership of the district sales 
trainer. 

The conference on dealer man- 
agement is only one phase of the 
G-E Major Appliance Division’s 
dealer development program, es- 
tablished 10 years ago in the con- 
viction that only through an inte- 
grated and continuing program of 
sales, product and management 
training could strong independent 
dealerships be developed. 


The other cogs in G-E’s training 
wheel: Four-day sales colleges; re- 
fresher courses; and, for S&D dis- 
trict sales counselors, week-long 
sales seminars under the gun in 
Louisville. The troops in the com- 
pany’s training detachment: Welch, 
head of the Sales Personnel Devel- 
opment Group; his three assistants; 
and 26 field sales trainers (‘‘mer- 
chandising educators,’”’ Welch likes 
to call them), one in each major 
appliance S&D district. 

At the sales colleges, held locally 
by districts for small groups of re- 
tail salesmen new at the game 
(dealer principals also welcome), 
there’s no holdback on _ product. 
Features of every new G-E major 
are A-to-Z’d by the district sales 
trainer. Also covered: Basic sales- 
manship, creative selling, effective 
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demonstration, handling objections 
and closing. Students are quizzed 
on the course, given diplomas, sent 
back to their stores with detailed 
knowledge of the product and how 
to move it—and, G-E hopes, less 
inclination to rely on price. During 
the past two years, more than 500 
retail salesmen have been gradu- 
ated from this course in the South- 
west alone. 

The continuity of G-E’s training 
program lies largely in its two-day 
refresher course, now in operation 
in many districts and slated for 
more. In this one, sales-college 
graduates return to their local S&D 
headquarters, two years later, for 
updating on new product lines and 
drop-ins. 





Training distributors is another 
function of the Dealer Development 
Section—one that takes half the 
time of Welch and his Personnel 
Development cohorts, in the form 
of wholesale sales seminars at Ap- 
pliance Park. 

For one week every 18 months, 
each sales counselor must make this *~ 
course—a rough one by any stand- ~ 
ards—bringing with him an actual 
case-study on his own district. 

Each must also bring details of 
a succesful retail promotion he’s 
been instrumental in working out; 
as well as a dealer development 
case, in which he has materially 
helped in advancing an existing 
dealer’s operation. In the course of 
the seminar, the counselors make 
product presentations. 

An analysis of each wholesale 
salesman’s performance at the sem- 
inar is sent to his home office. On 
the basis of this, the counselor is 
interviewed by his branch manager, 
and the district sales truiner is 
alerted on the areas in which the 
salesman needs his special help. 


CONFERENCE CONTINUES around coffee table during keep talking. G-E launched its training program 10 years 
break time, as dealers, sales counselors and instructors ago in Tampa with its first sales college. 


And who trains the trainers? Head- 
quarters staffers spend a week in 
the field working with new train- 
ers. Old hands make the trip to 
Louisville at least twice a year for 
a review of their work areas and 
an updating on product, their own 
and competition’s. 


Aimed specifically at lifting 
training out of the cocktails-and- 
steak column in the category of 
entertainment, long its nesting 
place, in the opinion of G-E brass, 
the General Electric program is 
based on one positive premise: An 
appliance business can be profitable 
if it’s run efficiently. 


George Welch and friends are 
out to prove it. ' ee 
STUDENT PARTICIPATION is a cornerstone of the ment conference for six months in five markets before 
training program. The company tested its dealer manage- putting the show on the road. 


DEALER PRINCIPALS show their respect for the value of the conference by managers wide latitude in selecting the phase of the training program best suited 
taking two days from their business to attend. General Electric gives its district to their dealer organizations. 
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A protected franchise 
may be available for you... 


GET THE FACTS-—space 11-115 
MERCHANDISE MART 





If you can buy in carload volume, we can offer a 
program of protection you can’t afford to pass up. 
WRITE OR CALL 
25 UNIVERSITY AVENUE SOUTHEAST 


INDUSTRIES MINNEAPOLIS, MINN. PHONE 











% 
* Trade-Mark Registered A | | N EVV 


Marshall-Weills Co., licensor 
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YOU HAVE CONTROLLED DISTRIBUTION 
* QUALITY 4 line that’s quality inside and out. All products—refrig- 


erators, freezers, combinations, washers, dryers—are backed by, a 15-year product 
warranty. Beautiful in styling and design, combining the features women want most 
in their home appliances. 


* i NTEG R ITY A company backed by people known throughout the 


industry. Men with years of experience and a record for fair and profitable dealing. 


* PR OTECTION A policy of complete protection on your line 


with controlled distribution. You have it in your area—nobody else. There is no 
competitor down the street to cut prices on YOUR line. 


* PR iC E A price that makes your quality line easy to sell. A price that 


reflects immediate value in the consumer’s mind. Customer satisfaction with products 
and price keeps bringing more business to you. 


IT FREEZERS = = = = COMBINATIONS ss ; «WASHERS AND DRYERS 


FOR 1960!! NO FACE LIFTING 
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Matsa <ctinie(-inelioleuuas\-¥4-1mGelarloliatehivols 
that has everything... | 


QUALITY—STYLING and PRICE! 


10 Cu. Ft. 
Refrigerator Section 
®@ “ARCTIC-AIR” Cooling—Keeps 
foods fresh and appetizing with 


forced cold air circulation. NO 
defrosting. 


@ Sliding Shelves—Bring all food 
within sight and easy reach. 

@ Pull-Out Dairy Bar 

@Big 13.5 Qt. CRISPER—Deep 
Storage Door-—Butter Keeper. 
STE NELLIS SELENITE IE TDS TE ITS 

11 Cu. Ft. 
Freezer Section 

@True “Zero-Zone” Freezer— 
Completely sealed and insu- 


lated from rest of cabinef... 
foods kept zero safe. 


@BIG Family Sized Capacity— 
Holds over 376 Ibs. of frozen 
foods. 


@Two Aluminum Cube Trays 
®@ Book Shelf Storage Door 
® Two Glide-Out Baskets 


@15 Year Warranty on the 
“sealed-in steel’’ compressor 


as 














HOME 


* Trade-Mark Registered 
Marshall- Wells Co., licensor 


Zenith refrigerator-freezer 
model RF 2160 


Se: U6. Par. oF? 


APPLIANCES 


25 UNIVERSITY AVENUE SOUTHEAST 
MINNEAPOLIS, MINN. PHONE FEpeERAL 9-9321 








N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


—— NOT Forgetting — 
HOW TO — 


V Advertise V Operate a Profitable Service Dept. 
V Hire, Train & Pay Salesmen V Pick a Store Location 

V_ Handle Trade-ins V Take Advantage of Tax Laws 

V Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 


(C1 Check here if you want 1 year at $2 
() | attach payment CI Please bill me 


(-] Business Address 
[-] Home Address 


CITY .. 


COMPANY NAME 


Above rates for U. S. and U. S, Poss. Dirs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S. Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year. 
E-1/4/69 





L : 


38 


if you 


[] Retail 
[| Wholesale 
[| Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. .. join with the 40,000 other marketers in reading the late, verified news of the week in 


ELECTRICAL MERCHANDISING WEEK 


E-1/4/60 


No 
Postage Stamp 
Necessary 
if Mailed in the 


United States 
BUSINESS REPLY MAIL 
FIRST CLASS PERMIT NO. 64, NEW YORK, N. Y. 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 


sm 








JANUARY 4, 1960 


YOUR _ TAXES 








Watch Those Expense Account 
Deductions! 


Distributor and dealer expense accounts are due 
for the gimlet-eye treatment by I.R.S. Here are 
some questions and answers on the latest rulings 


Tax experts are betting that tne 
Internal Revenue’ Service will 
“lower the boom” on entertainment 
and travel expenses. A recent In- 
ternal Revenue Service ruling has 
been released covering all enter- 
tainment and expense tax prob- 
lems. 

Here are some questions and 
answers about things you will need 
to do to be in the clear on this item 
and to get the maximum deductions 
on your income tax return. 


Does everyone have to report ex- 
penses on their income tax return? 
No. Executives and employees 
who account to their employers for 
travel and entertainment expenses 
and are reimbursed do not need to 
report this on the tax return. All 
you need do is state that the amount 
advanced or reimbursed was not 
more than the amount spent. 

However, the new regulations do 
make it necessary for an employee 
who is related to the owner of the 
business to prove his expenses. This 
also applies to majority stockhold- 
ers in the business. 

As a general rule, the Internal 
Revenue Service takes the account- 
ing of the company at face. They 
feel that if the company has ap- 
proved the expense (except for 
relatives or major stockholders), 
they know it was business con- 
nected and know it was paid. The 
recent rulings indicate that the em- 
ployee who had accounted to his 
company will not be required to 
prove his expenses on his tax 
return. 

Employees and executives who do 
not account to their employers for 
travel and entertainment expense 
will be required to report this in- 
formation on their tax returns. 


What business expenses can be de- 
ducted? 

Any and all business expenses of 
travel and entertainment can be 
taken as an income tax deduction. 
However, you must beable to prove: 
1. You actually paid the travel and 

entertainment expenses claimed. 
2. That the expenses were not per- 
sonal, but for business purposes. 

As you can see, these two re- 
quirements are the main reasons 
the Internal Revenue Service is 
checking entertainment and travel 
expenses so closely. And, they are 
checking on those two things above 
all others. 


What are the requirements for a 
business expense? 

There is no hard and fast rule on 
this. Court cases have a bearing on 
the final decision, but circumstances 
alter cases. For instance, you can 
have a business expense for enter- 


tainment that does not produce 








business. You take a customer to 

dinner and fail to close the deal. 

As long as this is customary you 

can claim the expense as a deduc- 

‘tion if it is considered ‘‘necessary.”’ 

You can be guided by two parts 
of the Internal Revenue Code that 
set up the general rules for entcr- 
tainment and travel expenses: 

1. The expense must be ordinary— 
something done frequently in 
your business. 

2. It must be a necessary expense 
—one that is reasonably ex- 
pected to produce business. 


Must I travel in the most economi- 
cal way? 

No. As long as your business trip 
is considered ordinary and neces- 
sary, you can travel in any way you 
prefer. For instance, you can take 
a deluxe flight rather than a tourist 
flight, Pullman rather than chair 
car, or any other first class accom- 
modations you want. 

You must, however, take the most 
direct route or charge off the ex- 
pense of any side trips for pleasure. 
For instance, traveling from San 
Francisco to New York via New 
Orleans would not be deductible 
unless you had business in New 
Orleans. You would be permitted 
to deduct only the cost of the di- 
rect trip between San Francisco 
and New York. 


Can I deduct my wife’s expenses? 

This is one point Internal Reve- 
nue agents check carefully. Unless 
you can prove beyond a shadow of 
a doubt that your wife’s- presence 
is essential for business purposes, 
you cannot deduct her expenses on 
a trip. Be sure your wife is doing 
something connected to business 
while on the trip if you plan to de- 
duct her expenses. 

You do get a break, however, on 
many travel and _ entertainment 
plans. For instance, traveling by 
air your wife can go for half of 
your first-class fare under certain 
conditions. Suppose that your trip 
costs $300 and her fare is $150. 
You can deduct the full $300 of 
your expense rather than half of 
the total ticket of $225. The same 
holds true of hotel rooms that have 
a different rate for two than for 
one ... $10 a day room for one 
person and $12 for two people. You 
could deduct the $10 as your busi- 
ness expense and the $2 would be 
a personal expense. 


What if I entertain at home? 

Any appiiance dealer who enter- 
tains in his home for business pur- 
pose can deduct the cost of enter- 
tainment. This would include all 
food, drink and any extra help 
needed to handle the entertainment. 

This is a touch and go proposi- 





tion in proving that the entertain- 
ment was a “necessary and ordi- 
nary” business expense. Just be- 
cause everyone is a potential cus- 


‘tomer of your business does not 


entitle you to entertain everyone 
and claim tax deductions. 


How can I prove my travel and. en- 
tertainment expenses? 

Keep records! 

Sounds simple, but most of us 
hate to bother with keeping rec- 
ords. At the end of the year, we 
try to reconstruct our expenses for 
the year. It is almost impossible. We 
are apt to overlook something and 
lose a tax deduction or include 
something we cannot prove and 
have trouble. 

And, since the burden of proof 
is on you, it is most important that 
you keep detailed records of all en- 
tertainment and travel expenses to 
realize maximum tax deductions. 
Keep records. 


What kind of records must I keep? 

To avoid any trouble with your 
deduction, you will need to have 
rather complete records. You will 
need to have a record of the date 
of the entertainment, the people 
involved, the time, and details of 
all expenses. 

You can keep this in a day-by- 
day record book along with your 
appointments. You can file a sep- 
arate form each day you travel or 
entertain. Or, you can keep this on 
individual cards or forms listing all 
the essential information to sup- 
port your income tax deductions. 


Can I use my cancelled checks for 
supporting evidence? 

Yes. But, to be in the clear you 
will need some detail on the check 
or stub or both. For instance, 
checks written to “cash” for round 


amounts such as $50 need to be 


supported with more details. Check 
stubs that say briefly “travel” are 
not sufficient. 

Another thought you will want 
to consider about your cancelled 
checks as record keeping devices. 
Obviously, you do not pay all ex- 
penses of entertainment and travel 
by check. Thus, if you use this sys- 
tem altogether you will be over- 
looking a lot of out-of-pocket ex- 
penses (tips, for instance) that can 
be income tax deductions if a rec- 
ord is kept of them. 


Can I deduct automobile expenses? 
Yes. An automobile that is used 
only for business purposes can be 
handled as any other piece of equip- 
ment in your appliance business. 
However, when there is a part- 
pleasure and part-business use of 
the automobile, this must be re- 
ported on your income tax. 
The Internal Revenue Service has 
a worksheet (Form 2106) that helps 
calculate the cost of using your au- 
tomobile for business. It includes 
information and schedules for figur- 
ing depreciation, determining the 
percentage of your gas, oil, service, 
repairs, parking, etc. that can be 
considered as a business expense. 
You are not required to file Form 
2106 with your income tax form, 
but you will find that it is most 
helpful in calculating your taxes. 
And, when it is submitted it makes 
it easy for an agent to check it in 
the office rather than making a call 
on you personally to clarify any 
points that are not clear. 
Following these suggestions will 
help make your income tax report- 
ing easier next year. . you will 
have the facts to figure your tax 
. you will have the proof if neces- 


1 : 
sary ...and you will save trouble 
and time in reporting your tax. Also, 
you will save by taking all that you 


are entitled to deduct. 


FREE -O’-FROST FREEZER-plus- 
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| frost ever... 
here! 
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MODEL FOF-125 Amana Free-0’-Frost Freezer-plus-Refrigerator. 
Only 32 inches wide. Total capacity 16.4 cu. ft., with room for 168 
pounds of frozen food. Full family size refrigerator has automatic 
defrosting, glide-out shelves . ... all the latest features. Stor-Mor 
door. Available with exterior trim of embossed gold. 


REFRIGERATOR 
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FREE-O'-FROST FREEZER 














Model FS-16 


MODEL FS-16. Amana Free-0’-Frost Freezer. Total capacity 
14.7 cu. ft., with room for 515 pounds of frozen food. Stor-Mor 
door gives lots of extra storage space. Glide-out basket holds 
41.9 pounds of bulky, hard-to-store packages. 


Only Amana gives you this outstanding sales advantage 


Amana, and only Amana gives you this doubie sales 
appeal .. . because only Amana has succeeded in com- 
bining both of today’s most wanted freezer features 


. fast efficient contact freezing, with no frost ever! 


You can sell it. You can demonstrate it . . . show 
your customer that all food is on or below a fast freez- 
ing surface. This contact freezing is up to 2% times 
faster than ordinary freezing methods — to keep foods 


fresher, safer, longer. 


You can prove that despite this fast efficient con- 
tact freezing, there’s no frost ever. Have an Amana 
Free-O’-Frost in operation right on your floor .. . and 
open the door. NO FROST! 


Explain how the exclusive New Amana Frost- 
Magnet works. A gentle current of air takes the mois- 
ture out of the freezer — carries it across the Frost- 
Magnet. This Frost- Magnet prevents frost from form- 


ing in the freezer. Eliminates the need for defrosting. 





MERCHANDISING WEEK 

















) 


JANUARY 4, 1960 


Amana your 
BIG Seller in ’60 











LOOK AT 
THIS YEAR'S 


BIG 
SELLERS 

















BIG in performance BIG in convenience BIG in value 
AMANA STOR-MOR FREEZER AMANA FREEZER-PLUS-REFRIGERATOR AMANA DELUXE FREEZER 
Guaranteed to outperform all others, Does more than any refrigerator ever Loaded with features, loaded with 
keep foods fresher, safer, longer... could do before...orcandonow... value —and priced to appeal to a big 
WS Available in 3 value packed models’ Four sizes, to meet every market re- broad market... Avdilable in 3 pace 
4 quirement setting models 














a ne Deepfreeze BIG in cooling 
| HOME FREEZER AMANA ROOM AiR CONDITIONERS 
The one, the only — made only by Size for size... they produce more 
\ Amana... now, the lowest cost per cool air per kilowatt input... comes 
\ eee cubic ft. ever... Three models to suit complete with Automatic Mount In- 
, ae every requirement stallation Kit 





SEE US AT THE WINTER MARKET—SPACE 1127, Chicago Merchandise Mart 


Amana Refrigeration, Inc., Amana 16, lowa 

Gentlemen, 

Please send me complete information and specifications. on 

(-] AMANA FREE-0’-FROST FREEZER [|] AMANA FREE-O’-FROST FREEZER-PLUS-REFRIGERATOR 

[7] AMANA STOR-MOR FREEZER [] AMANA DELUXE FREEZER 

{] DEEPFREEZE® HOME FREEZER (-] AMANA ROOM AIR CONDITIONERS AND DEHUMIDIFIERS 


See Your Amana Distributor... 
or Mail this Coupon 





Name 
BACKED BY A CENTURY-OLD TRADITION Company 
OF FINE CRAFTSMANSHIP 
Address 
Amana Refrigeration, Inc., Amana 16, lowa City Zone State 
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Two shop appliance men and four additionai ones for field work make Roan’s one year parts-labor policy a precise sales aid. 


Jack Roan of Willimantic, Conn., is definitely sold on mass displays, live 


demonstrations and thorough product knowledge. But fundamentally... 


SERVICE BUILT HIS $120,000 WASHER 


Roan 


TV - RADIO - APPLIANCES 


_ ppt 
ese 


RRR ANTY- on ew TV SETS 
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COMPLETE SERVICE SETUP allows Roan to salvage washer trades, sell for PEDESTAL WASHER window display catches spirit of Roan’s use of massed 
average $70, make $40. Above, D. Perotti helps tag used units. units to excite interest. Fifty displayed washers are common. 
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“Service Built Our Business.” 

That’s a sign prominently flashed on the 
exterior of dealer Jack Roan’s store, 109 Valley 
St., Willimantic, Conn. 

“You can’t get a lemon at Jack Roan’s.” 

That’s the message flashed on a 4x6-inch 
red card attached to every washer on Roan’s 
sales floor. 

The two signs highlight the main reason Roan 


sells more than 400 washers a year, for a total . 


sales volume in the neighborhood of $120,000. 
The reason is service. _ 

“It’s a big mistake for dealers not to offer 
service,” says Roan. “Some years back, with all 
the price competition, I saw the competitive 
situation worsening. I determined then to cast, 
my lot with service. The message about service 
building our business came out of that thinking. 
So did the little sign about nobody getting a 
lemon. And I made it stick with my trading 
area—10,000 people in Willimantic, another 
35,000 in six neighboring towns within a 16- 
mile radius. 

“The best evidence that my policy is working 
comes when customers will say to me about 
a washer they’re buying. ‘Why, you’re only $30 
more than dealer Jones, and we can get good 
service from you.’” 

Roan doesn’t rest on these accolades. He puts” 
service at the apex of his drive for his washer 
business. But his merchandising program in- 
cludes several other vital factors. One of these 
is mass display. The other is demonstration, 
both from a standpoint of salesmen knowing 
washers thoroughly and from the standpoint 
of having live machines on the floor. 


“That wraps it up,” says Roan. “Service, plus 
mass display and live demonstrations.” 

Roan believes that washers require more 
service than any other appliance. Unlike dealers 
who have cast their lot with central service, 
Roan prefers doing his own. He has built a 
service staff of 12 servicemen under a service 
manager. This gives him a basic breakdown of 
four appliance men, four electronics men and 
four delivery men. It also gives him one to two 
men for appliance shop work at all times. 

With this manpower structure, Roan has 
inaugurated an inflexible policy of one year 
parts warranty and one year labor at no extra 
charge. 

Thus, on a washer which bears a manufac- 
turer’s list of $299.95, which Roan sells for 
$218.88 with trade, the unit will be delivered, 
installed and serviced for a year at the sale 
price. This means Roan absorbs any nuisance 
calls, adjustments, or manufacturer defect 
problems. These average three to four a year. 

Above all, if any washer develops into a 
chronic headache, Roan will pull the machine 
and repiace it with another. 


BUSINESS 
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SALES MANAGER George Pate, right, relies on product knowledge to make a 
pitch to a customer. Salesmen conferences oecur often. 








“We say you can’t get a lemon at Jack 
Roan’s,” says this dealer, “and we back it 100%.” 


Service costs being what they are, Roan’s pric- 
ing structure must absorb this stiff overhead 
expense. For example, he keeps about $10,000 
worth of washer and dryer parts in the shop 
at all times, enough of a variety to take care of 
five different brands of laundry units. His 
schedule of charges on out-of-warranty service 
runs $3.50 for the first 20 minutes, and $1.50 
for each 20 minutes thereafter. For his in-war- 
ranty work, therefore, he must have a cushion 
in his pricing. 

Roan has taken a firm position in this area, 
too. While rough pricing goes on in Hartford 
and Norwich, and farther away in Providence, 
Roan has managed to keep a firm rein on his 
price structure. 

His automatic washers sell for from $168 to 
$328, and they include units by Philco, Frigi- 
daire, Easy and Maytag. He sells combinations 
by Easy and Philco for from $318 to $500. And 
he sells wringers for $98 up to $200. 

At least 60% of his washer sales are in the 
top bracket, around $328. He makes a solid 
33%% of selling price. On the 30% of sales 
in the bracket from $218 to $300, he makes 
about 29 to 30%. On the 10% promotional sales, 
$168 to $218, he makes 25%. Thus, Roan’s low- 
est dollar take on washers runs to about $40, 
and his highest runs up to $100. This is a far 
cry from the $10 and $20 and $30 so prevalent 
in the big metropolitan areas, where so many 
dealers have abandoned individual service. 

The Willimantic area is not a big used mar- 
ket. Nevertheless Roan skims off additional 
money by running his own service operation. 
About 95% of Roan’s washer sales involve a 
trade-in. He junks 60% of these and sets 
aside another 10% to cannibalize. 


“We have learned over the years,” says Jack 
Roan, “that it’s smart to try to fit the washer 
to the customer.” 

This has led to the handling of a wide variety 
and selection of washers. And Rean has found 
that mass display is conducive to lively washer 
sales. 

Any day yeu can count at least 50 units on 
his floor, including 10 wringers and nine combi- 
nations. A diagonal aisle of id, backed up by 
another 10, leads the customer’s eye along to 
a solid phalanx of washers spread over approxi- 
mately 600 square feet. One automatic and 
several wringers rest on a window pedestal, so 
that they are readily visible from the street. 
Here and there at different store entrances, 
wringers are spotted so as to invite inspection 
from everyone who walks through the door. 

Not so apparent is Roan’s backup stock in 
washers. He tries to keep at least 50 washers 
in his downstairs warehouse and an auxiliary 
warehouse down the street. This gives him a 
one and one-half month’s supply. 


Roan’s home laundry demonstration center 
backs up this whole mass display. It represents 
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one top unit of each of the lines he sells, each 
of them plumbed in and operating. Off to one 
side he even has a combination unit hooked up 
for demonstration purposes. 

“The most effective way to sell a washer,” 
insists Roan, “is to lead a customer right over 
to the machine and let her see it work. Let her 
manipulate the dials. Let her bring in her 
clothes and wash them, if she wishes. And 
above all, especially when you’ve got machines 
hooked up, your salesmen have got to know 
their stuff. Ours do. And they can take a ma- 
chine inside out and really go to town selling 
any one of them.” 

To this end Roan conducts regular sessions 
on product features on the sales floor, and will 
call his three salesmen together for any con- 
ferences with manufacturers or distributor field 
salesmen anytime he feels it necessary. 

Roan is, of course, alert to advertising media 
and uses newspapers and radio on a regular 
basis for all-purpose advertising. Normally he 
will average four columns of advertising a 
week in the Willimantic Chronicle, a daily, and 
about three radio spots a day over station WILI. 
Washer advertising is merely spotted in this 
ad coverage. During a concentrated drive, Roan 
may step newspaper coverage up to a page a 
week, radio spots to about 100 over three days. 


“We sometimes get more mileage out of word- 
of-mouth recommendations than anything else,” 
says Roan. “Mostly because of the smali cour- 
tesies prompted by our service reputation.” 

He likes to tell one anecdote that sums up 
the unique reputation he enjoys. On a particu- 
larly busy weekend one washer customer asked 
that her machine be delivered on Saturday. It 
was impossible to send it out before the follow- 
ing Tuesday, and Roan so advised her. She 
registered consternation. Roan immediately 
suggested she bring her dirty clothes to the 
store and they’d wash and dry them for her. 

“You’ll be sorry,” said the woman, dashing 
off with a gleeful look in her eye. 

In half an hour she was back with the first 
bundle of clothes. First bundle, because it 
turned out that she had five children just re- 
turned from summer camp. 

“Well,” says Roan, “we started washing at 
9:30 Saturday morning and never finished until 
6:30 that night. Even kept the store open an 
extra hour to oblige the woman.” 

But-the store got more valuable advertising 
out of this episode than from much of its regu- 
lar advertising. 

Not long after that, at a Grange meeting, 
some women were sharply critical of some Wil- 
limantic merchants. At that the mother of five 
stood up and refuted this criticism. 

“I want to tell you of one Willimantic mer- 
chant who doesn’t fall in that category.” She 
told of the clothes washing marathon. 

“This sort of thing has built our reputation,” 
sums up Jack Roan. “We start with a service 
philosophy we back 100%. And we’ve got the 
merchandise selection and the know-how to 
demonstrate and sell it.” 





LIVE DEMONSTRATIONS are standard in Roan’s selling arsenal. Plumbed in 
washers by Philco, Frigidaire, Easy and Maytag are on floor. 
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Never before has it been this simple to 
wash everything exactly right 


With this new Maytag Self-Controlled Automatic, a touch of just one button automati- 
cally selects the correct water level, washing temperature, washing time, agitation 
speed, rinsing temperature and rinsing time, even the speed of the spin. No dials, timers, 
or levers! All the housewife has to know is the type of load she puts in. 

There is a button for every type of load she'll ever have to wash. Each pre-sets the 
correct cycle. There’s also a button for rinsing things separately, and a button for spin- 
drying separately. 

Now correct washing of every fabric is utterly simple for anybody, a fact that’s 
certain to make sales. Get the profitable details from your Maytag Regional Manager or 
Distributor. The Maytag Company, Newton, Iowa. 


NEW SELF-CONTROLLED AUTOMATIC... AN 
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AUTOMATIC 
BLEACH 
DISPENSER 


A Maytag first, Timed 
Bleach Injection adds 
bleach to wash water at 
exactly the right time, 
in exactly the right 
strength. Just one of 
many Maytag selling 
features in the new Self- 
Controlled Automatic. 


LINT FILTER 
AGITATOR, 
TOO! 


Maytag’s Lint Filter 
Agitator eliminates lint 
problems. 
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Now—from the people who make the dependable automatics— 





comes the Washer-Dryer with the right combination of features 


The new Maytag Right Combination Washer-Dryer offers all the fea- 
tures women want most. 





It’s smartly styled, only 34” wide, counter height and depth. Per- 
fect for kitchen installations because it needs no vent. The Right 
Combination is fully automatic—press two buttons, turn the dial, and 
washday is over. 











It has the Automatic Bleach Dispenser that knows exactly when 
to add the bleach—and at just the right strength. The Right Combina- 
tion lets you sell all these wanted features: an Automatic Rinse Con- 
ditioner, pushbutton controls for all fabrics, Automatic Water Level 
Control, and built-in water heater. 

There’s a choice of drying temperatures, drying time, special de- 
wrinkling cycle and a Time Chime Signal for wash ’n wears. 








The Right Combination has been proved dependable beyond 
doubt in major markets. Write, wire or phone your Maytag Regional 
Manager or Distributor for details. 

The Maytag Company, Newton, lowa. 
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AUTOMATIC BLEACH DISPENSER, TOO! 


A Maytag first, Timed Bleach Injection adds bleach to wash 
water at exactly the right time, in exactly the right strength. 
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THE BEST ANSWERS 
FOR YOUR BEST 
PROSPECTS 

COME FROM 






MODEL 142 
For the woman who 
wants to be “boss” 


Model 142 lets her wash anything 
washable exactly the way she wants it 
washed. She decides every phase of 
every cycle, for herself. 

There’s a button for slow agitation 
and spin speed; and one for regular 
speeds. Two buttons are labeled “sAvE 
suDsS” and “DRAIN suDs.” She has a 
pushbutton choice of “coLp,” “WARM,” 
or “HOT” water temperatures, as well 
as a choice of “Low,” “MEDIUM,” and 
“NORMAL water levels. And Model 142 

offers the Automatic Bleach 
Dispenser that knows exactly 
when to add the bleach. 
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MODEL 160 
For the woman who 
wants utter simplicity 


Here is the automatic that’s self-con- 
trolled—makes all the right decisions 
at the push of a single button. No dials 
to turn. No charts to learn. 

One button does all this: Selects the 
correct water level, washing tempera- 
ture, washing time, and agitation 
speed; rinsing temperature and time; 
even the speed of the spin—for the type 
of load she puts in. There is a button 

for every type of load she'll ever 
* . have to wash. There’s also a but- 


& ton for rinsing things separately, 


\, and a button for spin-drying 
N separately. 
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MODEL 340 

For the woman who 
wants the convenience 
of washing and drying 
in one operation 


The Right Combination Washer-Dryer 
— She can press two buttons, turn the 
dial, and washday is over. 

The Right Combination of features is 
here, too. Automatic Bleach Dispenser, 
Automatic Water Level Control, Auto- 
matic Rinse Conditioner, choice of 

drying temperatures and times, De- 

wrinkling Cycle, Time Chime Sig- 
nal for wash ‘n wears. Only 34” 
wide. All these features, plus 

the one that makes them 
work: Maytag dependability. 























THE MAYTAG 
COMPANY, 
NEWTON 
IOWA 
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How To Go BROKE in Retailing 


It’s easy. ; 

Independent stores are doing it all the time. 

Statistics tell the unhappy tale, J. Gordan 
Dakins, executive vice president of the Na- 
tional Retail Merchants Council, recently re- 
minded the 3lst annual Boston Conference on 
Distribution: 

“According to the government’s Census Bu- 
reau, nearly 60% of the independent depart- 
ment stores existing in 1929 had disappeared 
from the ranks of the indeperidents by 1954. 
Most of the decline seems to have taken place 
between 1935 and 1948. Nevertheless, in a sur- 
vey of my own, I have either been able to list 
the names of 118 stores which have either been 
sold or have gone out of business since January, 


— . And 2 


1. Develop a Distinctive Store Personality— 
This is the point that was made most often and 
most emphatically by our 179 consultants. 

Make your store stand for something or stand 
out for something. Preferably for some supe- 
riority, but certainly for some difference. You 
can’t be all things to all people, so you must 
decide what your customers look to you for and 
then emphasize that quality. Give you store an 
identity. Or do what some stores do. They 
constantly present to the public a store image 
which portrays the thought, “home-owned, 
home-operated and home-managed.” 


2. Belong to a Good Buying Office—Obviously, 
the independent store alone cannot have the 
buying power or the constant market coverage 
of a giant. But it can belong to an aggressive, 
efficient buying office matched to the character 
of the store and work closely with it to offset 
the advantage of the bigger fellow. 

Affiliation with a top-flight buying office has 
many advantages. Let me list the more im- 
portant ones: (1) It enables the independent to 
pool his purchases with other retailers to make 
quantity purchasing possible and its resultant 
competitively low prices. (2) These items fre- 
quently come to him under his own label or, if 
not, they’re at least exclusive with him. (3) The 
store gets continuous representation in all mar- 
kets—not just when the store buyer makes his 
market trips. (4) Some buying offices offer val- 
uable research and statistical information. (5) 
Most buying offices have wholesale companies 
or jobbing arrangements whereby merchandise 
is made available to them at lower prices. (6) 
Through his buying office, the independent gets 
to know’ non-competitive retailers of his size 
and class and frequently they exchange helpful 
information. 

It’s a good idea to join a figure exchange 
group, too. It will also pay the independent to 
join the National Retail Merchants Assn. 


3. The Independent Store Must Have Capable 
Management—Nothing can replace the direct 
interest and attention of the active owner. Al- 
though this becomes more difficult as the store 
becomes ‘larger, it is an advantage the inde- 
pendent has over his competitors. 

Ownership’s responsibility is to select suc- 
cessful management and give it adequate au- 
thority with responsibility for operating the 
business. These are some of the things top man- 
agement should do: (1) Establish both short- 
and long-range policies consistent with your 
store’s aims and its available talent and fa- 
cilities. (2) Keep well informed and maintain 
enough flexibility to change policies and pro- 
grams as needed. (3) Develop an organization 
by surrounding yourself with capabie people 
who are also dedicated to the business; then be 
willing to delegate authority and responsibility. 
(4) Make a determined effort to get to know 
and understand people and, most important, 
make sure they get to know and understand 
you. (5) Thoroughly analyze your responsibility 


1955. These stores had a total sales volume of 
almost $650 million.” 

Dakins recounted how he had polled 179 
informed businessmen, most of them independ- 
ent merchants, to find out why businesses fail. 
Their assessment of the major shortcomings of 
the independent store as outlined by Dakins: 
1. The habit of living in the past which prevents 
retailers from merchandising creatively to cap- 
ture new business. 

2. Weak management, usually because of a lack 
of new management blood. 

3. Lack of capital. The modern independent 
merchant needs a larger investment to operate 
properly than he did 10 years ago. 

4. The impact of estate taxes which are break- 


for producing a satisfactory net profit. Eliminate 
the roadblocks of traditional “sacred cows.” 


4. Strengthen Your Downtown Store—lIt’s 
important for the independent store to strength- 
en its downtown operation. The branch is no 
stronger than the parent store. It’s far more 
important to keep your main store in good con- 
dition than to open branches and let the main 
store deteriorate. 

Keep your downtown store as modern and 
up to date as the merchandise you sell. Make 
it as attractive as the suburban branch which 
is the ultimate in modern shopping attractive- 
ness. Instill in your people the same cheerful 
and friendly attitude which marks so many 
successful suburban operations. Also work with 
the other businessmen of your community to 
revitalize the entire downtown area. 


5. Do a Better Merchandising Job—To do a 
better merchandising job, you’ve got to be well 
informed not only about your customer, but 
also about your competition. 

If you know your customer, store experience 
suggests that you’ll do these things—there’s no 
shortcut—you’ve got to do them all: (1) “feel 
‘out” fashion possibilities early, then order in 
depth; (2) keep stock liquidity in order to be 
able to hop on the new and interesting swiftly; 
(3) if necessary, reduce the number of lines 
you carry, but those you decide on, carry in 
complete assortment and in depth; (4) keep 
up your services; (5) “turn on a dime,” as they 
say, meaning: accommodate yourself quickly 
to changing conditions and opportunities—like 
changing window displays to meet the displays 
of competiters; (6) if you’re smaller than your 











. And then got every cent I could lay my 
hands.on and took on Crosley-Bendix .. .” 


ing up individually owned stores which would 
pass on to succeeding generations of the family. 


So much for weaknesses. What can be done 
about them? 

Still basing his answers on the replies of 
experienced businessmen, Dakins, in the follow- 
ing exerpts from his speech, outlines “no magic 
formula for survival,” but 12 principles -he 
called a “Hit Parade of top tools for the success- 
ful operation of an independent store.” Several 
of Dakins’ rutes are of special pertinence to 
department stores, but any dealer, large or 
small, department store or specialty shop will 
find many of them valuable as 2 check list in 
evaluating his business. 


WAYS To Avoid It 


No. 1 competitor, concentrate your advertising 
in the dominant newspaper in order to appear 
just as important. 


6. Emphasize Service to Customers—In the 
customer’s mind, there is nothing that will take 
the place of an emphasis on intelligent, cour- 
teous and interested service. In this area, the 
owner of a store, if he is on the job and if he 
has it uppermost in his mind, can make a store 
such a pleasant and friendly place in which to 
shop that no advantage of a general character, 
whether it be better buying or lower prices, 
will ever take its place. 


7. Be Alert to Changing Times—No retailer 
can stand still and prosper. “Change or die” 
is the order of the day. The independent mer- 
chant who is alert will stay alive and grow 
with the times. 


8. Establish Branch Stores—One of the best 
methods for insuring the continued existence 
of the independent store is for it to establish 
one or more successful branch operations. This 
is one of the best solutions the independent can 
offer to the need for maintaining the greatest 
degree of accessibility for the benefit of the 
customer. 


9. Make Long-Range Plans to Lessen the 
Impact of Estate Taxes—Good planning applies 
to estate taxes as it does to operating a store. 
Failure to face the facts, though, can be devas- 
tating. Studies reveal that where an independ- 
ent store interest is included as the principal 
part of a taxable estate, an average of 25% of 
the store assets owned by the decendent must 
be applied toward the payment of estate taxes, 
which become due, in the case of the federal 
estate tax, 15 months after death. 


10. The Store Must be Adequately Financed 
—Merchandise and management know-how are 
the heart and soul of the business, but money 
is the life blood essential to its existence. Proper 
steps must be taken to insure that funds are 
available for current operations as well as for 
future growth and development. 


11. Play an Active Role in Civie Affairs— 
Every store owes a responsibility to its com- 
munity. This can be fulfilled in part simply by 
doing-a good job. It can be extended by assum- 
ing the proper share of those public duties which 
fall within your scope. An act of participation 
in community affairs makes a tighter bond be- 
tween the store and its customers. 


12. Join with Others for Cooperative Ad- 
vantages—Many retailers have found it desir- 
able +o band together fer the purpose of ac- 
complishing ends as a group they can’t do 
individually. Of course, an independent can 
still go his own way and do well. But it’s grow- 
ing more and.more difficult to remain a lone 
wolf and live to tell the tale. 
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new KELVINATOR 


VS 





... simplest, most economical way 
to end defrosting! 


1. GADGET-FREE, TROUBLE- 
FREE DESIGN! No complicated 


controls! No extra tubing, electrical cir- 
cuits or valves! Kelvinator’s dependable 
*‘No-Frost’”’ uses a minimum of parts to 
eliminate all frost from both refrigerator 


2.TEN-YEAR RECORD OF 
DEPENDABILITY! Kelvinator’s 
“‘No-Frost’’ employs the same principle to 
eliminate frost that Kelvinator has used 
for more than 10 years. It’s a system 
tested and proved in tens of thousands 


3.GREATEST OPERATING 


ECONOMY |! Laboratory tests with 
comparable competitive models indicate 
Kelvinator to be far more economical to 
operate ... whether based on comparisons 
by the day or by the cubic foot! 
















and freezer sections! of American homes! 


"NO-FROST” IS AVAILABLE IN 3 STYLES! 
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Again Kelvinator serves you and your customers better. 


You can sell these new ‘‘No-Frost’’ Kelvinators with complete confidence. 
Engineered for basic usefulness and dependability, they have no needless 
gadgets to add unnecessary costs and create service headaches. With 
Kelvinator your customers will enjoy lowest operating costs with fewer 
service troubles and longer years of satisfaction. 


See the Full Line of 
Kelvinator Appliances 
Built Better to Serve Better at 


SPACE 1124-5 
MERCHANDISE 
MART 


In turn, you enjoy greater profits through reduced service expense and 
greater sales through customer satisfaction. 


See these new ‘‘No-Frost’”’ Kelvinators at the Merchandise Mart, or contact 
your Kelvinator representative today for full information. 


KelunatorAppltiances 


KELVINATOR DIVISION, AMERICAN MOTORS CORP., DETROIT 32, MICHIGAN 
Refrigerators * Ranges + Automatic Washers + Clothes Dryers « Home Freezers *« Room Air Conditioners 
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Only Sylvania TV gives you the 


3 HOTTEST FEATURES FOR I960 
; 23" ‘ res / REMOTE 


picture 


IF ae CONTROL 











New Sylvania True View 23 lets you sell a 23-inch New Sylvania Magic Touch is the world's simplest 
picture at a 21-inch price! Bigger—picture is squared ; remote control. One button switches channels, turns 
like a movie screen. Clearer — safety glass is bonded Only Sylvania surrounds the big 23-inch the set.on and off from up to 25 feet away. Exclusive 
to the tube face. ‘‘Bonded Shield’’ keeps out dust, ends picture with soft, restful frame of light. Picture Prompter automatically fine-tunes the picture. 
double reflections. Truer—flat-face tube eliminates dis- Illuminated channel numbers show which channel is on, 





Words and pictures are easier to see, 

tortion. 275 sq. in. of viewing area—in sets that are pen eat ag we eyes. Guaranteed sg Sa 

‘ ; é : lifetime! Show your customers a side-by- 

slimmer than 21's! Greatest TV selling story in years. side comparison between Trve View 23 
with HaloLight and any other set. You'll 
sell Sylvania every time. 
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IN THE 3 HOTTEST NEW MODELS 
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PER DELUXE LOWBOY MODEL 23C728. 
“Luxury lowboy! Two front-mounted 
speakers. Walnut veneer, mahogany 

or blonde oak grained finishes. 


SUPER DELUXE CONSOLE MODEL 23C11. 
Handsome, modern swivel console. 

Twin speaker system. Mahogany.or 

el rlile( Mele Melee m itt 


SYLOUETTE MODEL 23822. 
Styled with striking simplicity in 
walnut, mahogany, or blonde oak 


grained finishes—tasteful, elegant. 
£ 


oie 


All advertised on the JACK PAAR SHOW, NBC-TV network, plus full-color pages in LIFE and POST 


¥SYLVANIA 


Subsidiary of 


; 

ee ; 

Chicago Furniture am 
January 4 to 1 


CHANDISE MART 
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Sylvania Home Electronics Corp., Batavia, N.Y. 


GENERAL TELEPHONE & ELECTRONICS (sae) 
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The 1960 Speed Queen Dryer 
| is now even farther out front 
with its new, exclusive... 


L CYCLE CONTRO 


“SPEED-DRY” 
CYCLE 


For average-size loads 
and average fabrics. 
Dryer stops at proper 
time to avoid 
over-drying. 


TIME CYCLE 


For heavy fabrics. 
Operator selects 
desired time. 
















<4 






















The increasing variety of fabrics calls for 


FLEXIBILITY 


Here is total flexibility: HIGH-heat for cottons and linens, 
LOW-heat for woolens, silks and synthetics, 
NO-heat for fluff tumbling. 


For cycle control, operator has 2 choices: 

(1) automatic ‘‘Speed-Dry" cycle 

(2) conventional time cycle. 

What sales power! What user convenience and 
satisfaction! 

What are you going to do about allawing your 
Speed Queen competitor to enjoy this overwhelming 
sales advantage? There's nothing to gain by waiting. 
Act now. Write, wire or phone. 








Electric and 
Gas Models 









Plus 


the 2 strongest sales features in the home laundry field: 


RUST-PROOF CHIP-PROOF 


STAINLESS STEEL 


TUB AND DRUM 


McGRAM 


EDISON SPEED QUEEN A Division of McGraw-Edison Company, Ripon, .Wisconsin Visit 










Merchandise Mart 
Chicago 
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ROPER 


Presenting a 
brilliant array of 
new ROPER models 
commemorating 
three-quarters of 
a century of 
service to the 
American 


romemaker. 
— 








DELIGHTFUL NEW . 
36" MODELS y 


ROPER DIAMOND JUBILEE 
GAS RANGES 









Climaxing 75 years of leadership... 


SUPERB NEW Greatest combination of customer appeal and profit potential in 
40" MODELS 


Roper’s 75-year history! More to talk about ... more to show ... more to sell. 
Crisp, clean styling that flatters any kitchen. Ultra-modern automatic 


SMART NEW 
30" MODELS features that make meal preparation a genuine pleasure. There’s a new Roper 
to exactly meet the needs of every customer .. . a price range to suit every 
COMPLETE LINE budget. Write today about a money-making Roper franchise. 


OF GUILT -INS SEE ROPER AT THE MARKET . . . SPACE 1147 MERCHANDISE MART 
AUTOMATIC GAS 


CLOTHES DRYERS GEO. D. ROPER SALES CORP. 


a Subsidiary of Geo. D. Roper Corporation 


Write Dept. EM 
for Full Details y ‘ nies ede, Ne 
SMOKELESS GAS | =e SE | % ty KANKAKEE, ILLINOIS 

INCINERATORS | : 











N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


— NOT Forgetting — 
HOW TO —- 


V Advertise V Operate a Profitable Service Dept. 
V Hire, Train & Pay Salesmen V Pick a Store Location 

V Handle Trade-ins V Take Advantage of Tox Laws 

V Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 
(0 Check here if you wont 3 year ot $2— 
(C1 f attach poyment () Please bili me 


DOA cxcceanesttienesnsnenncecessnseveiitenenn seccnsesens POITEIIOS cncsesscnscsscesccczene . 
[[] Business Address 
EF CURRED FIGEB  ccceccensctsessssemomenereseemnenensensenneseenetes seenemnesnpeesnnnen 


STATE ccccccsvccseceesece 
COMPANY NAME 


Above rates for U. S. and U. S. Poss, Dirs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whlsrs. Only. 
CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S, Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year, 
E-1/4/60 








muy 


56 
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[] Retail 
[] Wholesale 
[_] Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 


Lawn & Garden Supplies 


Furniture 
Floor Covering 


. . . join with the 40,000 other marketers in reading the late, verified news of the week in 


ELECTRICAL MERCHANDISING WEEK 


&-1/4/60 


BUSINESS REPLY MAIL 


FIRST CLASS PERMIT NO. 64, NEW YORK, N. Y. 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 


No 
Postage Stamp 
Necessa 
if Mailed in the 
United States 
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A DEALER SALESMAN says 





‘Dogs? Some of ’em Are 


My Best Customers’ 


The only thing harder to sell than one customer is two. How 
many times have I split my vocal chords talking to a customer, 
only to discover that the fellow with the dough is not making 
the decision—it’s the guy with him who tells him what he buys. 

The back-seat buyer is usually brought along because he is 
a second cousin and knows the business—he works in a. tele- 
vision factory pushing the horizontal knobs onto the chassis 
as they come through. 

When this occurs, the best thing to do is ignore the guy who’s 
going to get the goods and concentrate on the back-seat buyer. 
Sell him and you’ve got the deal. 


This can sometimes be trying. The other day a young couple 
comes in for a washer. They are shepherded by a brother-in- 
law who is doing all the talking for them. After he interrupts 
me a few times, I decide it is wisest to bypass the youngsters 
who will only be paying for the machine and to talk to the 
B. I. L. instead. 

The only trouble is that every time I say a certain washer is 
good, he says it stinks. I show them five washers and he kills 
each and every one of them. Once he even gets down on his 
hands and knees and counts the number of bolts in the base 
plate. The character is having a Roman holiday showing off at 
my expense. 

So I change my tune. I approach a washer I want to sell and 
I start rapping it. Before I can say “filter rinse,” the adviser 
starts praising the washer to the heavens. In two minutes, I 
have the quickest deal I ever write. 


Sometimes, the second or third party to a deal is not so out- 
spoken and this makes it rough on the salesman. Like the day 
a middle-aged couple comes in for a TV, leading an aged 
Doberman Pinscher on a red leash. They parade around my 
array of TV but everything they see either he objects to or she 
does. He wants a cabinet with legs. She wants it on the floor. 
He wants front controls. She wants top controls. He wants 24”. 
She wants 21”. I am getting nowhere fast and begin to wish 
even that they have a back-seat driver with them to make up 
their minds. 

Then it happens. The dog who has been quiet up until now 
gives a lurch forward, pulls the leash out of the woman’s grip, 
and ambles toward a dim corner. He stops in front of a mon- 
strous antique of a TV that has been gathering dust for ages. 
Then he curls up in front of it purring contentedly. 

The couple stop and look at each other. “Look, Carl,” she 
says faltering, ‘““Pumpsie remembers.” “Yes, Frieda,”’ he replies, 
trying to keep calm, “it is so like that radio console we had 
when he was a puppy.” “It is as nice as any set we have seen,” 
she goes on hopefully.” “And after all, Pumpsie likes it too,” he 
adds. I personally will not stand in the way of their happiness. 


So the next day the set is in their house, Pumpsie is growling 
happily in the glow of its 19” tube and I am in a similar mood 
over the nice commission the canine back-seat buyer has 
earned me. 














. and you need never call a TV repairman.” 


ABOUT THE AUTHOR—For reasons which become obvious as you read this 


column, the author does not wish to be identified. He is, however, 
what he claims to be—a hard-working retail salesman who has 
problems (and solutions) which he shares with you here once a 
month. 





You get 


so MUCH MO, 


with FLEX-VENT* 


THE COMPLETE CLOTHES DRYER VENTING LINE 


MORE SALES... 

With the complete Flex- 
Vent line you can vent 
any dryer in any type of 
installation. 


MORE PROFIT... 


Automatic profit 
each dryer sold. 


MORE STORAGE 
ROOM... 

Flex-Vent has the small- 
est and easiest to stack kits 
and bulk cartons in the 
industry requiring only 
half the ordinary space. 








MORE COMPLETE... 


The complete Flex-Vent 
line includes vent hoods; 
white flameproof flexible 
tubing; aluminum and 
transparent window 
plates; clamps; acces- 
sories, etc. 


MORE CUSTOMER 
SATISFACTION ... 

The quality Flex-Vent 
line is built 100% by the 
world’s largest manufac- 
turer of flexible tubing. 
Flex-Vent is approved by 
leading dryer manufac- 
turers. 


Flex-Vent is stocked by hundreds of appliance 
distributors and parts jobbers across the 
country. For names of those nearest you, 
phone, wire or write directly to us at Dept. 8-1. 


Flexible Tuping 


CORPORATION 
Guilford, Connecticut ¢ Anaheim, California 
Hillside, lilinois ¢ Dallas, Texas 


Associate Member of American Home Laundry Manufacturer’s Association 
Associate Member of The Appliance Parts Jobber’s Association 














FOR QUALITY 
FOR FEATURES 
FOR VALUE 
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In 1959, more dealers made the big move to Westinghouse 
Major Appliances than ever before. More consumers 
bought Westinghouse Appliances than any time in his- 
tory. Why this big and growing Swing to Westinghouse? 
QUALITY PRODUCTS for one... products that take a back 
seat to none for style, reliability and value and offer 
selling features found in no other appliances (you’ll see 


some on the following pages—you can see them in the 
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flesh at Space 11-122, Merchandise Mart, during the Show). size and power in the industry... developed along proved 
Another reason for the Big Swing is the now-famous _retail-oriented lines! Yes, Westinghouse means big busi- 
Westinghouse 0.A.S. FRANCHISE PLAN (Opportunity ... ness for Dealers in 1960. For proof—turn the page! 

_ Assistance .. . Security) that brings to carefully select- 
- at in each territory an unprecedented onertn: ee ns Westinghouse 
nity for sales and profits. Still another reason for the Bespin 
Big Swing to Westinghouse is HARD-HITTING ADVER- 


TISING AND PROMOTION PROGRAMS... unmatched in WESTINGHOUSE ELECTRIC CORP., MAJOR APPLIANCE DIV., MANSFIELD, OHIO 





A BIG NEW 
REASON WHY 


So easy to use...see into... reach into! Now, a totally 
new idea in refrigerators. ..so revolutionary in appear- 
ance and performance, it will bring women flocking to 
your store to look—and.buy! Look—a handy outside drawer 
that makes fresh foods easy to see, easy to reach, easy to 
keep! The Center Drawer keeps meat fresh 7 days with- 
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THE BiG 











out freezing ...keeps vegetables crisp and fresh. How? 
Because it’s separate from the rest of the refrigerator, 
you open it only occasionally. No longer are meats and 
vegetables exposed to warm room air each time you open 
the refrigerator door. What’s more, this amazing Center 
Drawer has two special kinds of cold...one just right for 
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SWING IS TO WESTINGHOUSE: 


meats, one just right for vegetables. Even hard-to-keep 
hamburger stays store-fresh a full week! The rest of the 
refrigerator is beautifully organized, too—a dream for 


any woman! See this totally new kind of refrigerator at 
the Show! Watch for your Distributor Showings—see the 
entire line of great new 1960 Westinghouse Refrigerators! 














6l 






sgn cee 


oe 


FROST FREE IN ALL 3— 


Refrigerator, Freezer and Center Drawer! And, you 
get all these other big selling features: e Glide-out refriger- 
ator shelves e 190 lb. separate home freezer with 2 giant 
roll-out baskets e Ice cube server holds 120 dry, loose ice 
cubes at one time e No coils on back—90° door opening— 
can be built in e 5 luscicus cabinet colors, including white, 
8 Choose-N-Change panel colors including rich wood grains. 


you CAN BE SURE...iF 17S \ Vestinghouse 


Westinghouse Electric Corp., Major Appliance Div., Columbus, Ohio 













DONT GO HOME 
UNTIL YOUVE SEEN 
THE NEW 








* The complete new Blackstone Laundry Line from budget 
wringers through deluxe automatic washers- gas. and 


lectric dryers. SUITE 2200, CONRAD HILTON HOTEL 














A COMPLETE LINE OF 
COMPACT APPLIANCES 


A Real Bonus Market 


Distinctive design 

Exclusive territory 

Non-competitive with major brands 
No obsolescence 





Compact * Portable 


Come see the most complete 





Washers line of compact appliances at 
Dryers 

Refrigerators of ROOM 1123-A 

Spin dryers 

Washer-spinners MERCHANDISE MART 
Ranges Chicago, Illinois 


Distributor and Representative Territories open 
MONITOR EQUIPMENT CORPORATION 


640 West 249th Street ™ Kingsbridge 3-5400 
New York 71, New York 
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It Came Over on Color TV... 











PL ro eniostase tiie 


. ORG ES, em p< sig? 3S y 

. IN A TEST OF SELLING POWER of a closed color television circuit at 
Macy’s Roosevelt Field store on Long Island, N.Y. Here the RCA cameramen 
shoot a commercial about the Phono-Trix all-transistor portable tape recorder 
which is transmitted to store receivers. Not far away is a customer. 


He Saw Sales Pitch and Mused.: .. 
















. “MAYBE I’LL INQUIRE about the Phono-Trix.” Although the customer 
originally was interested only in looking at sweaters, the color TV commercial 
attracted him to the product. Twenty monitors were set up at strategic locations 
in the store to find out whether circuit would increase inquiries. 


It Conquered Customer Enough... 





. TO MOVE HIM TO THE COUNTER of the Macy radio-hi-fi department 
where Phono-Trix is sold. Store reported an increase in sales of 50% during the 
10-day trial of the novel color television network. Traffic and direct inquiries 
about the recorder were even higher, officials of the company said. 
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m ... for quality, for features, for value 
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IN ELECTRIC RANGES: Here it is—a big mew reason why the BIG SWING to Westinghouse will continue! 
It’s the 1960 ‘‘dream range’’... world’s simplest to cook on, easiest to clean... easiest to sell! Here’s why: Surface 
controls ‘‘fine tune’’ any degree of heat - Timing Center makes oven and outlets automatic + Exclusive Westinghouse 
Roast Guard keeps roasts from drying out, overcooking + Automatic Grill has own control, cooking guide + Safety- 
Matic Unit makes every utensil (even glass) automatic — won’t let foods boil dry + King-size oven holds largest 
roasts, poultry ... Miracle Seal assures perfect results « Oven Doors lift off - Oven Heaters and Surface Units plug 


' a re ~ ° . . ! & 
out! See it at the Show—or at your Distributor Showing soon! ec ci in Westinghouse 


Westinghouse Electric Corporation, Major Appliance Division, Mansfield, Ohio 
Watch ‘‘Westinghouse Lucille Bali-Desi Arnaz Shows’ —CBS-TV Alternate Fridays 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Norge “Never-D-Frost” refrigerators e Kelvinator 
air conditioners and ranges e Tappan’s built-in 
ranges e Crown gas ranges e RCA Victor stereo and 
TV e Olympic portable TV and clock-radio line 
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KELVINATOR "'MASTERPIECE” SERIES 


KELVINATOR 1960 Air Conditioners 


Line includes 18 models in 4 series, 
with a choice of 4 cabinet sizes and 
cooling capacities ranging from 4200 
to 19,100 Btus per hr. 

All models have all-metal fronts 
for structural strength and ease of 
cleaning; cleanable filters with germ- 
icidal action; automatic thermostats; 
simplified controls; all but light- 
weight portable have 2-directional 
airflow control which permits bal- 
anced air circulation in all parts of 
room, or circulation of cool filtered 
air into 2 rooms at same time. 


Ten-model “Masterpiece” series has 
largest capacity, widest range of fea- 
tures including electrostatically 
charged filter with “filtermatic” sig- 
nal, visual signal on cabinet front 
that indicates when filter is clogged 
and in need of cleaning; electro- 
magnetic washable “germicidal” dirt 
filter to remove dirt, dust and pollen; 
2-fan speeds; pull-out chassis; 2 cab- 
inet sizes; 15% in. high and 20 in. 
deep or 17% in. high and 295 in. 
deep. Available in 1, 1%, 2 and 2% 


hp; in 115, 208 and 230 volts; 2 
models in series come with all-season 
reverse-cycle heat. 


All 3 “Custom” series models operate 
on 230 volts with capacities of 2 hp, 
14,200 or 1 hp, 10,200 Btus; smaller 
unit is also available with all-season 
reverse-cycle heat. 


Four “Space-Saver” models have 
minimum overhang outside and in- 
side; all are 1 hp models in a 14x23x- 
16%4-in. cabinet; cooling capacities 
range from 6,700 to 8,600 Btus; one 
model is a 230-volt unit, the others 
are 115 volts. 


The compact “Portable is 12 in. high, 
16 in. wide and deep, weighs 65 lbs.; 
a special mounting frame holds the 
unit securely, gives tight seal; 115 
volts; 4200 Btus per hr. cooling or 
enough for average 12-ft-sq room. 
All models are designed to harmon- 
ize with any decor. Kelvinator Div., 
American Motors Corp., Detroit 32, 
Mich. 
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MONITOR Adds 
Refrigerator, Spin Dryer 


Nine refrigerators and a spin dryer 
have been added to Monitor line. 
Refrigerators include 7 absorption 
and 2 compressor models. 
Absorption models have 2%-cu.-ft. 
capacity; measure 20x20x23 in.; 3 
shelves include large freezer com- 
partment shelf with 2 ice cube trays; 
in-a-door shelf; laminated fiberglas 
work-surface top; baked enamel dec- 
orator colors in pastel ivory, dove 
grey, blue, green, white mahogany 
or walnut; inside light; adjustable 
6-position cold control; operates on 
a.c. or d.c.; 24, 110 or 220 volts. 
Compressor models LR4, 3.8 cu. ft. 
and CR5, 4.5 cu. ft. may be fitted with 
plastic legs to raise top to 36-in. 
height; both have % hp compressor; 
roomy freezer evaporator; large ice 














cube tray; defroster tray; 6-way cold 
control; inside light; in-a-door shelves 
with egg rack and butter keeper; 
fiberglas work surface; white, ma- 
hogany or walnut. 

Portable spin dryer, SP7, extracts 
water from clothes in 3 min. 
Price, refrigerators from $139.95 to 
$179.95; dryer, $79.95. Monitor Equip- 
ment Corp., Riverdale-on-Hudson, 
New York. 





TAPPAN 1960 Built-In Range Line 


This “Constellation” built-in range 
series features new styling: a honey- 
comb patterned glass control panel 
with hexagonal white lines on black; 
random turquoise and silver filled 
“hexes”. Two double-oven and 4 
single-oven models in 6 decorator 
colors; double oven models have 2 
broilers, 1 in each oven. 


No. EOKNR-630, double-oven Super 
“Constellation” has an all-chrome 
oven and broiler; Visualite window; 
built-in rotisserie; automatic roast 
control; lift-off oven door; removable 
oven seals; broiler spatter shields; 
lift-up rod-type elements; automatic 
clock; Lusterloy finish. No. EOV-430 
“Constellation” double oven has all- 
porcelain Convek-heat oven; Visua- 
lite window. 


Two single oven models (EOKNR-610 
and EOK-410) feature Visualite win- 
dows; all-chrome ovens; 2 models 
(EO-410 and EO-440) have solid 
doors; EOKNR-610 has edge-lighting; 
automatic roast control and _ rotis- 
serie; EO-440, “a builders’ dream” 
has panel styling with cooking chart; 
porcelain oven; 2-piece broiler; Con- 
vek-heat rod element; lift-off door; 
removable oven seals. Built-in top 
units include 5 models: 


The 2-unit drop-in top (ET-1) can be 
installed separately or with another 
unit in staggered, divided or in-line 
arrangement. The 33-in. top (ETC-47) 
with 4 speed-flex elements drops into 
simple counter cut-out. A 42-in. drop- 
in unit (ETC-19) includes a built-in 
aluminum griddle with Lusterloy top 


and matching griddle cover. A 24-in. 
unit (ET-28) is obtainable with sep- 
arate control panel at front. Also 
available in a 4-unit economy model 
(ET-37). Other features on top units 
are safety-spin switches; integral 
element rims; Set ’N Forget elements; 
raised illuminated control panel. The 
Tappan Co., Mansfield, O. 
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NORGE 1960 Refrigerator-Freezers: ‘‘Never-D-Frost”’ 


Four 1960 refrigerators are introduced. 
Two models feature “Never-D-Frost” 
with “Swing ’n Serve” shelves. 








Exterior trim and interior styling 


of top models feature functional 
“built-in” styling, top model has 
strip of aluminum running verti- 


cally down door; exposed flat sur- 
faces in interior compartments have 
“free-form” styling in a variety of 
colors; doors open easier with a new 
9-lb. door pull and _ easy-to-grasp 
handle. 


No. CTS-F13, 2-door  refrigerator- 
freezer has ‘“Never-D-Frost” refrig- 
erator compartment and_ separate 
freezer; ice server tray into which 
an ice cube ejector drops cubes when 
shucker-type tray is slid into unit. 
“Swing ’n Serve” equipped with 
removable, non-tilting device for ad- 
justing to types of loads, moving up 
and down, etc 
Three door compartments for stor 





ing butter, eggs and cheese. Separate 
freezer has 116-lb. capacity; main- 
tains zero cold temperatures; freezer 
has special dispenser in door for dis- 
pensing packages or cans; refriger- 
ator shelf has space for tall bottles 
and frequently used containers. 


“Never-D-Frost” model CA-F12 with 
63-lb. separate freezer compartment 
is a single-door model with glide-out 
shelves and full-width freezer and 
31-lb. fresh fruit crisper and vege- 
table crisper; refrigerator door has 
special egg keeper and space for tall 
bottles. A recessed “insert” section 
in top shelf provides space for 1-gal. 
size milk bottles, etc. 


“Selec-D-Frost” model DS-F12 has a 
defrost setting on the cold control 
dial that lowers temperatures to per- 
mit quick, easy defrost while provid- 
ing partial refrigeration; protects 








fresh foods remaining in refrigerator 
during defrosting period. Other fea- 
tures include interior  floodlight; 
“Swing ’n Serve” adjustable shelves; 
57-lb. freezer with door that swings 
down for sorting; specially designed 
egg shelf fits into door and can be 
removed when eggs are needed for 
use at cooking area. 


Model D-F9 has full-width, 47-lb. 
freezer; 25-lb. crisper; deep built-in 
door shelves; ‘“Selec-D-Frost’” to 
control defrost temperatures. 

Other features in line include com- 
pressor with internal spring suspen- 
sion, hermetically sealed; “Norgioss” 
baked enamel finish; and a 5-year 
protection plan. 


Prices, CTS-F13, $379.95; CA-F12, 
$279.95; Norge Div. Borg-Warner 
Corp., Merchandise Mart Plaza, Chi- 
cago 54. 
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THE BiG BR SWING IS TO WESTINGHOUSE 








Shown above, Betty Furness demonstrates why women are switching to the Westinghouse Laundromat® Automatic Washer 


IN HOME LAUNDRY: Dealer sales of Westinghouse Laundromats are booming because their customers 
have been swinging to Westinghouse! You’ve seen some of these enthusiastic homemakers on TV with Betty 
Furness! Others in factory newspaper ads! Still others in dealer newspaper ads! All are saying in no uncertain 
terms ...THE WESTINGHOUSE LAUNDROMAT GETS MY CLOTHES CLEANER THAN A TOP-LOADING WASHER! The reason 
for the Big Swing? Famous Westinghouse washing action...and this multi-speed 8-cycle Laundromat! A turn 
of a single dial sets up the right cycle for every load —from cottons to the most delicate synthetics and wash 
’n’ wear. It gets clothes cleanest. Users prove it! Laboratory tests prove it! Sales prove it! 


you CAN BE SURE...1F ITs Westinghouse 


Westinghouse Electric Corp., Major Appliance Division, Mansfield, Ohio 
Watch “Westinghouse Lucille Ball-Desi Arnaz Shows”—CBS-TV alternate Fridays. 
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KELVINATOR Announces 1960 Range Line 


Free-Standing and Built-Ins Included in Line 


Six Free-standing ranges, 4 “Style- 
Mark” built-in ovens and one 4-ele- 
ment counter-top unit comprise the 
Kelvinator 1960 range line. 


Free-standing models include three 
30-in. and three 40-in. models. 

Oven features includes new dual 
knob oven controls for setting tem- 
perature and selecting variable-heat 
broiling, fast pre-heating or baking; 
automatic oven timer and clock op- 
erated by another set of controls. 

Broiling controls provide choice of 
heat and speed to end need for ad- 
justing grill up-or-down according to 
meat thickness and “doneness;” 
marked very low, lo, medium and hi, 
the dial has an infinite range heat 
selection. 

Fast pre-heat settings permit heat- 
ing oven to 350 degs. in less than 4 
min.; automatic oven timer and clock 
turns on oven, cooks food, turns off 
oven at pre-set time. 

Disposable foil oven linings pro- 
tect sides, top, bottom and back from 
spillage and splatter. Easy te remove 
and renew with fresh foil from any 
standard aluminum foil. 

Range top and backguard features 
include automatic pan control cook- 
ing guide on backguard; signal for 
cooking with built-in electric frypan 
accuracy, eliminating pot watching; 
controls set according to temperature 
guide on backguard—to maintain 
heat selected; automatic signal light 
to indicate when unit is ready for 
use; finger-wide pushbutton switches 
to control 5 measured heats on 3 sur- 
face units; controls grouped in glass 
panel in center of lighted backguard. 
Surface units have removable 


chrome trim rings and aluminum 
drip pans; divided top has non-spill 
rim. 


30-in. models KR-38M, KR-37M and 
KR-33M have banquet sized 23-in. 
wide ovens. Top-of-line, KR-38M, has 
automatic pan control guide, auto- 
matic oven timer and clock; even 
heat flow; multi-heat automatic broil- 
ing; three 6-in. surface units, 1500 
watts, and an 8-in. automatic, 2000 
watts; brushed chrome backguard; 
full-width storage drawer. 


40-in. models KR-48M,_ top-of-line 
KR-47M and KR-43M have same fea- 
tures and styling as 30-in. ranges. 


Four “Style-Mark” built-in ovens have 
controls grouped top, left, center; 


square design; brushed chrome, pink, 


turquoise, yellow or Aztec copper 
doors; 2 oven doors have windows; 
interior lights; special release drops 
door to a complete vertical position 
for easy oven access. Other features 
include 1 control for temperature, 1 
for pre-heat, bake, broil or rotisserie; 
3rd set is automatic oven timer and 
clock; multi-heat broiling with in- 
finite heat range. Rotisserie has vari- 
able heat setting; motor turns spit 
at proper speed; on-off rotisserie 
motor control. 


Cooking-top, KRS-30 has three 6-in. 
1250-watt and an 8-in. 2100-watt unit; 
7-heat rotary switches; divided cook- 
ing top, 30 in. wide; removable alum- 
inum drip pans; foil under each unit; 
rim around top to prevent spillage. 
Kelvinator Div., American Motors 
Corp., Detroit 32, Mich. 





KELVINATOR FREE-STANDING 30-IN. RANGE 
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KELVINATOR BUILT-IN OVEN AND SURFACE COOKING TOP 




















ROWN $40-IN. ¢ NTEMPORARY NO 947-110 


Crown Contemporary gas range series 
presents a new design concept. 

Flush-mounted square door panels 
and bar-chrome frame adds structural 
strength and at the same time em- 
phasizes the square built-in look. 

Folding, lift-up top cover in open 
position exposes top burners and 
burner controls for cooking use; con- 
structed to allow cover, when folded 
into open position, to clear backguard, 
providing high backsplasher protec- 
tion from splattering. In closed posi- 
tion, the satin chrome cover conceals 
the cooking top and provides extra 
countertop, 36 in. high. 

Top burner controls are 
in cooking top, out of sight, 
of reach, when not in use 
broiler and clock controls are on 
backguard, at finger-tip whether 
cover is open or closed. Range lamp, 
when lit, imparts jewel-like appear- 
ance through a myriad of lighting 
holes. 


recessed 
and out 
Oven, 


CROWN Gas Ranges: Built-in Styling 





CROWN  30-IN. CONTEMPORARY NO, 937-110 


Available in 3 sizes, 30-, 36- and 40- 
in. for all types and size of kitchens 


Crown 40-in. Contemporary, is avail- 
able in 3 basic models: single oven, 
hi-broiler and double oven models. 

Crown 36-in. Contemporary, offers 
complete choice of cooking equipment 
as to oven and broiling capacity in 
36 in. of space; available in 4 basic 
models: single oven; hi-broiler; dou- 
ble oven; and standard single oven. 


Crown 30-in. Contemporary, for small 
kitchens, features a 24-in. oven in 
one compact unit requiring only 30 in. 
floor space. Available in 2 basic mod- 
els, deluxe and standard. Automatic 
features for all models in a variety 
of optional equipment. Ranges can 
be furnished in choice of decorator 
colors plus white and satin chrome. 
Crown Stove Works, 4627-35 W. 12th 
Pl., Chicago 50. 





KITCHEN MAID Kitchen Cabinets 


Kitchen Maid features many new 
conveniences in their cabinet 
line: For instance, a fold-away 
bar and beverage cabinet, com- 
plete with bar service: glasses, 
mixing accessories, coasters and 
napkins, with stain-proof, cork- 
covered work surfaces. The base 
of this unit is used for a parti- 
tioned, slide-out beverage storage 
unit to accommodate bottles of 
popular sizes. Other striking fea- 
ture is a kitchen sewing center 
that slides out of base cabinet at 
finger-tip touch. Another storage 
problem is answered with an ap- 
pliance base containing 6 sliding 
trays, plus a series of hooks for 
storing appliance cords. Another 
is a built-in mixer cabinet which 
also contains trays for mixer ac- 


cessories. In addition, a condi- 
ment storage tray is available to 
accommodate a complete. set of 
spices and herbs plus a parti- 
tioned cutlery storage tray. 
Kitchen Maid Corp., 745 Snow- 
den St., Anderson, Ind. 

















LEIGH Range Hoods 


New 54000 series Leigh range hoods 
feature decorator styling for 
finest kitchen interiors; in cop- 
pertone, baked on in infra-red 
ovens; no rough flanges or sharp 
corners; 3 sizes, 30-in. on No. 
5430, 36-in. on No. 5436; and 42 
on No. 5442. Factory assembled 
and wired for easy installation; 
dual pushbutton control; roof 
jack No. 5950 and _ back-draft 
damper 5905 also available. Leigh 
Bldg. Products, Div. Air Control 
Products Inc., Coopersville, Mich. 





Buffette Polisher 


A stronger motor is now an integral 
part of the Buffette. Included 
with feather-light polisher and 
buffer for polishing furniture, 
wood paneling or the car, is a de- 
tachable shoeshine brush; 12-ft. 
cord. 

Price, $19.95. La Pointe Industries, 
Rockville, Conn. 
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IN DISHWASHERS: Westinghouse gives you the big difference in dishwashers to sell! Women know The 
Hotter the Water, the Cleaner the Dishes. And, only the Westinghouse Imperial Roll About (Westinghouse under- 
counter models, too) won’t start to wash until the water reaches 140°... the ideal temperature for thorough 
safe washing. Thanks to its built-in Hot Water Booster, dishes, pots and pans are never washed in lukewarm 
water. Other reasons why it sells so well: smart major appliance styling; Choose-N-Change Micarta tops; no 
installation cost; rolls anywhere; snaps on faucet; full line of models for easy step-up selling; plus heavy national 
and local advertising. See it at the Show—or at your local Distributor Showing soon! 


you CAN BE SURE...1F os Westi nghouse 


Westinghouse Electric Corporation, Major Appliance Division, Columbus, Ohio 
Watch ‘‘Westinghouse Lucille Ball-Desi Arnaz Shows’’—-CBS-TV Alternate Fridays 








RCA VICTOR "MARK" 36 PORTABLE 


RCA VICTOR Stereo Systems 


A new system of stereophonic sound 
reproduction that provides wall-to- 
wall stereo without bulky speaker 
cabinets is announced by RCA. 

The new multi-channel concept, 
will be available early in year in 13 
portable, consolette and console mod- 
els. New ensembles, consisting of a 
single master cabinet and a pair of 
book-size auxiliary speaker systems 
can be placed anywhere in room. 
Each of 8 console models provides op- 
tion of getting stereo reproduction in 
3 different ways: single cabinet, wide 
separation 2-channel stereo through 
use of 1 optional auxiliary speaker 
or multi-channel stereo through 2 
optional ‘total sound’ speakers. 

Wall-to-wall speakers are _ small 
enough to fit into book shelves, along- 
side lamps on end tables; styled to 
complement living room decor and 
designe’ to reproduce high and mid- 
range frequencies; connecting cables 
allow placement up to 25 ft. apart. 

Auxiliary speaker systems come in 
3 models: SS1 in cabinet 8 in. wide, 
6 in. high, 3% in. deep; uses a 4-in. 
duocone speaker. SS2, 12 in. wide, 
9% in. high, 4% in. deep; SS3, 7% in. 


RCA VICTOR ‘'MARK" 32 CONSOLETTE 


wide, 6 7/16 in. deep and 13 in. high. 
SS2 and SS3 have 7x5-in. speaker, 
34%4-in. tweeter. 

Double, swing-out speakers that can 
be removed and placed elsewhere in 
room to produce 3 separate stereo 
sound sources are features on 2 
portable “Victrola” phonos added to 
1960 line: “Mark” 36 has 6%-in. 
speaker in master unit for low range 
reproduction and 4-in. duocone speak- 
ers for mid and high range notes in 
each of 2 swing-out speakers. “Mark” 
34 has an 8-in. speaker in the “Vic- 
trola” and 6%-in. duocones in each 
swing-out speaker. Both portables 
have newly designed multi-channel 
extended range amplifiers 15-watts 
maximum output; each has new ster- 
eo balance control which enables 
control of each speaker system. 

“Mark” 36, in ginger and sand sim- 
ulated leather combination; “Mark” 
34, green-gray and gray-tan. 


Prices, “Speaker systems SS1, $25 a 
pair; SS2, $45 a pair; SS3, $60 a 
pair; “Mark” 36, $139.95; “Mark” 34, 
$159.95. RCA Victor Div., Radio Corp. 
of America, Camden, N. J. 





RCA VICTOR TV Sets 


Five of the nine new sets added to 
RCA Victor’s 1960 black-and-white 
TV line are all wood and use their 
new 23-in. rectangular tube; the other 
four are 2l-in. models: two table and 
two consolettes; new tube has tinted 
safety glass bonded to face of tube. 

“Brierhurst,” 23-in. lowboy and “Ca- 
bot” 21-in. consolette have Colonial 
syling in Early American maple 
finish; other 23-in. models are Glen- 
wood, Danish modern lowboy, wal- 
nut; Brentwood, modern lowboy, ma- 
hogany, walnut or light cherry; War- 
rington, contemporary upright con- 
sole, mahogany or walnut; Benfield, 
modern lowboy has “Wireless Wiz- 
ard” remote control, walnut or ma- 
hogany with hardwood legs, frame. 

Table model Thrifton has ebony 
metal cabinet; Davis, a metal cabinet 





RCA VICTOR "'BRIERHURST” 

in mahogany, walnut or limed oak; 
and Radnor all-wood consolette in 
mahogany, walnut or cherry with se- 
lected hardwood legs and framing. 
RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 








OLYMPIC "CARLTON" CLOCK RADiO 


OLYMPIC Clock Radios Line 
Two new clock radios the Calfax and 


the Carlton, have been added to the 
25th Anniversary line. 


The Calfax, No. 558, has pushbutton 
controls for clock and radio; shuts 
off automatically after 1 hr. if de- 
sired; snooze alarm lets you go back 


to sleep and awakens you again in 
10 min.; also 


features outlets for 


“THE CALFAX"' CLOCK RADIO 


other appliances, luminous clock 
hands; built-in high-gain loop an- 
tenna; operates on 540-1620 kc. 


Carlton No. 466 has 4 tubes; features 
similar to Calfax with the exception 
of pushbutton controls and snooze 
alarm. 


Olympic Radio & Television, a Div. 
of the Siegler Corp., 34-01 38th Ave., 
Long Island City 1, N. Y. 








OLYMPIC Portable TV 


A new slimline, 17-in. portable TV 
set with a 100-deg., short-neck pic- 
ture tube is announced by Olympic 
Radio & TV Co. 

The Marlon, No. 7TV10, comes in 
4 color combinations: white and 
charcoal; white and flame red; white 
and dove blue; white and sand. 

In addition to usual Olympic cus- 
tom hand wiring, this set also fea- 
tures a newly designed chassis with 
power transformer; a concealed dual 
dipole antenna. A high-gain tuner 
gives improved sensitivity for re- 
ception, even in fringe areas; simpli- 
fied top controls are provided, which 
blend with linen-finished body. 

Standard models have 13 tubes plus 
2 rectifier tubes and 2 diodes. Op- 
tional UHF/VHF is available to re- 
ceive all 82 channels increases the 
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OLYMPIC "THE MARLON" TV SET 


tube complement by 1 tube. 


Price, “open list”. Olympic Radio & 
TV Div., The Siegler Corp., 34-01 38th 
Ave., Long Island City 1, N. Y. 





ATLAS-AIRE Mower Line 





ATLAS-AIRE G20AW ROTARY MOWER 


Ten models ranging from a 20-in. 
economy unit to a giant 25-in. is an- 
nounced in Atlas-Aire rotary power 
mower line for 1960. 

Features include Wind-A-Matic 
starting, a new spring action feature 
that makes starting easier; a crank 
on top of mower is used to wind 
spring, release it, engine turns over 


and starts, optional on 3 luxury 
models. 
Quick-A-Matic wheel adjustment 


has spring held lever so it can be 
moved quickly; Hi-Lo handle adjusts 
up or down 5 in. placing handle at 
right height for men or women. Other 
features are 4-cycle 2-hp Briggs & 
Stratton engine; choke-a-matic con- 
trol; diamond tread; deluxe copper 
finish with red trim; chrome-plated 
handle. Atlas Tool & Mfg. Co., 5147 
Natural Bridge, St. Louis 15, Mo. 





ACCO Rotary Mowers 


Three “run-tested” rotary power 
mowers: 22-in. Deluxe Self-Pro- 
pelled; 22-in. Deluxe; and 20-in. 
Deluxe are announced by Acco. 
Powered by new Dyna-Pak en- 
gine; lightweight, cast alumi- 
num alloy housings; “satellite- 
age” styling with low center of 
gravity. Deluxe 22-in. self-pro- 





pelled rotary has a 3 hp, 4-cycle 
engine with improved mechani- 
cal governor assembly. Deluxe 
22-in. is similarly powered by a 
2.5-hp engine; Deluxe 20-in. 
utilizes identical power plant 
rated at 2.25-hp. These rotary 
mowers have safety engine hood 
dry air cleaners for each’ unit; 
throttle and cloth controls for 
Self-Propelled 22-in. model are 
mounted on handle. For 22-in. 
models a single throttle control 
is mounted on handie; wheel 
adjustments for regulation of 
height of cut range from 1 to 3 
in.; requires no tools; 4-position 
range for spring, summer, fall 


and high cuts are _ provided. 
“Straight-up safety starter.” 
ACCO Power Product Div., 


American Chain & Cable Co., 
Inc., Exeter, Pa. 





WHITEHALL Cabinets 


Off-the-floor cabinets designed for 
residential kitchens have been 
added to the Whitehall line. Cab- 
inets have been designed to per- 
mit combinations of base-types 
with off-the-floor units. Of all 
hardwood, mortised, tenoned, 
pinned and glued furniture con- 
struction, the cabinets come in 
10 fine enamel and 10 natural 
finishes and in over 1,000 types 
of cabinets. Off-the-floor cabinets 
incorporate such features as bev- 
erage trays, revolving shelves, 
tray and pot lid dividers, linen 
and silver trays; adjustable 
shelves. Drawers have nylon 
bearings; doors are non-warpinhg. 
Whitehall Kitchens, East Reck- 


T 


away, N. Y. 





FROST QUEEN Freezer 


Suitable for summer cottages, camps, 
trailers, boat owners and apart- 
ment dwellers, this 100-lb. port- 
able freezer is top opening, with 
3.2-cu.-ft. storage capacity, or 
112-lbs. frozen-food storage. 

Hermetically sealed refrigeration 
system has %&-hp Tecumseh com- 
pressor; 5-year warranty; 
foamed-in polyurethane insula- 
tion in cabinet and lid; self- 
aligning lid. 

One or two 20-lb. capacity food bas- 
kets with heavy steel wire and 
baked epoxy lacquer finish are 
optional. Cabinet is 36 in. high, 
22 in. wide; 20%- in. deep. = 

Price, $129.95. Queen Associates, Inc., 
1530 Locust St., Philadelphia 2, 
Pa. 
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THE BiG BRS SWING IS TO WESTINGHOUSE 


IN AIR CONDITIONERS: In 1959, Dealer sales of Westinghouse Mobilaire Conditioners zoomed 30% over 
the year before...and Westinghouse sold 7’2-amp. models (top-selling type) faster than any other maker! Now, 
for 1960 Westinghouse brings you a great new Mobilaire line...the amazing air conditioners that roll every- 
where, cool even your largest rooms... the air conditioners most people want! Easy 3-minute installation without 
tools. Capacities to 16,000 BTUs, with a completely new Custom Heavy Duty line added for extra-capacity cool- 
ing in hottest climates! Mobilaire and Custom Heavy Duty features include new permanent, washable Perma- 


Green Filter that retards bacterial growth, freshens the air! \ ," 7 e 
you CAN BE SURE...1F ITS estinghouse 


Room Air Conditioner Dept., Columbus, Ohio 
Watch ‘‘Westinghouse Lucille Ball-Desi Arnaz Shows” —CBS-TV Alternate Fridays 
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NEW CABINET STYLING FROM DREXEL” ORIENTAL COMPASS GROUPING. Tastefully accented with heavy brass corner brackets and smartly designed 
“‘drawer pulls.’’ Walnut veneers and Pecan solids with honeyed “‘saffron’”’ finish. Model 23K4. 23” over-all diagonal meas.; 283 sq. in. picture viewing area. 


Magnificent cabinet designs that emphasize the 

















SUPERBLY FASHIONED IN EARLY AMERICAN STYLING. Authentic Colonial, in Cherrywood color, spool 
legs, and scalloped galley rail. Model 23K3. 23” over-all diagonal meas.; 283 sq. in. picture viewing area. 





cing 

_— 
BEST SELLER: SLIM NEW TABLE TV combines thin-styled 

smartness of a portable with top quality and reliability features 


This trim new table model is inspired by the slim-lined beauty of the popular 17P6, 
the most in portable TV. Ideal size and shape to fit any room, blend with any decor. 
Performance and reliability features are of console quality, include 4-Wafer Cascode 
Tuner, Frame Grid Tube, Golden ‘‘M”’ Premium Rated Picture Tube, Circuit Guard 
and the revolutionary PLAcir® chassis. At sensational customer-getting price. Full 
year guaranteeft on all tubes and parts. Model 17T37. 17” over-all diagonal meas.; 
155 sq. in. viewing area. In Cinnamon Brown and Bronze color. 
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from MOTOROLA wit: 


Introducing the 
picture-frame look 
of new 23" tube 


New cabinet styles to charm prospects—highlight- 

ing Motorola’s Golden ‘‘M’’® 23” picture tube and 

all it has to offer: 

yy Bigger, more brilliant picture extends to 
screen’s edges. (No “‘lost corners’) 

yx Greater viewing pleasure from “flat surface’’ 
movie-screen viewing. (Ends annoying distortion) 

yx Greater safety. Safety glass is process-welded to 
tube. (Eliminates double reflections) 

3x Greater convenience. Now only the safety glass 
needs cleaning. (Dust never touches picture tube) 


























lus 
ao TUBE SENTRY* SYSTEM. Triples TV life expectancy. GOLDEN 
“M” TUBES. Engineered to last 100% longer than ordinary tubes. 
FRAME GRID TUBE. With 100% more power to amplify signal in set..- 
reduces up to 50% “‘snow”’ causing interference. CUSTOMATIC TUNER. 


Keeps TV perfectly fine-tuned from channel to channel. sa, ' ae 
ELEGANT DANISH MODERN DESIGN in neat new vertical 


cabinet style. In Mahogany or Walnut color. Model 23K1. 
23” over-all diagonal meas.; 283 sq. in. picture viewing area. 


new BIG-SCREEN LOOK of Motorola’ TV! 


Plus many other famous Motorola-only extras that are resulting in 
more and more prospects specifying Motorola when they buy TV. 
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HANDSOMELY CRAFTED IN PROVINCIAL CABINET STYLING. Authentic, yet distinctively new design. With gold-color “‘drawer 
pulls” and square leg tips. In Mahogany or Blond colors. Model 23K2. 23” over-all diagonal meas.; 283 sq. in. picture viewing area. 


THE MOST RELIABLE TV EVER featuring the exclusive Motorola Golden 
Guarantee—a full year on all tubes and parts plus 5 years on the Golden Tube Sentry* Unit. 









See the complete Motorola line in SPACE 1170, MERCHANDISE MART 


oO MOTOROLA 


*TRADEMARK OF MOTOROLA INC TruLt DETAILS AND TERMS ARE CONTAINED IN THE WARRANTY STATEMENT ATTACHED TO ALL MODELS TO WHICH THIS GUARANTEE APPLIES. SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE 
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PEOPLE in the 


Stromberg-Carlson, a division of 
General Dynamics Corp.—Arthur 
J. Hatch Jr. has been appointed 
vice president and general man- 
ager of the company’s special prod- 
ucts division. He will direct’ pro- 
duction and marketing of hi-fi 
components, stereo component en- 
sembles, inter-communication and 
sound distribution systems, private 
telephone systems, paging systems 
and a variety of other products. 


Westinghouse—Four men have been 
promoted in the company’s major 
appliance division. F. E. Moquin 
will be manager of the dehumidi- 


NEWS 


fier and water cooler department. 
Fred E. Maguire Jr., will replace 
him as merchandise manager of 
that department. E. H. Van Guel- 
pen will be merchandise manager 
of refrigerators, and R. F. MacGil- 
livray will be merchandise manager 
of freezers. 

Appointment of two sales repre- 
sentatives for the portable appli- 
ance division was announced. John 
C. McClarran became district man- 
ager of the Buffalo and Rochester, 
N.Y., area and Charles Sobey was 
named salesman in the Pittsburgh- 
Johnstown-Erie and Wheeling ter- 
ritory. 
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A. J. Hatch Jr. 
of Stromberg 


F, E. Moquin 
of Westinghouse 


The Hoover Co.—Joseph R. Cuti- 
nella has been named manager for 
the company’s new sales division 
based in Kansas City. Robert L. 
Sutherland will succeed Cutinella 
as branch manager in Boston. In 





For Volume With 


PROFIT 


ohoate LIXIE in 60 


DIXIE is the competitive range line 
dats) eee elmeliit-leolk-mi ie) am £0) 6 | 


DIXIE’S Value-packed 
Price brings in the 
customers. 


DIXIE’'S 
Factory-planned 
merchandising structure 
allows you full profit 
on every DIXIE range 
you move. 





YOUR 
MARK-UP 








YOUR 
MARK-UP 





For complet merchandising details 


‘SEE THE PROFITABLE ..- COMPETITIVE DIXIE LINE 


SPACE 11-116 


MERCHANDISE MART, CHICAGO 
Space 446, DALLAS 


Space 501, ATLANTA 
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DIXIE’S Pace-setting 
style and modern 
features sell them. 





DIXIE PRODUCTS, INC. 
CLEVELAND, TENN. 








C. B. Flinn 
of Admiral 


A. A. Medica 
of Admiral 


Denver, Harold E. Fox will head a 
new branch of the company’s west- 
ern division. 


Packard-Bell Electronics Corp.— 
P. Dwight Eastman has been named 
controller of the corporation, a sub- 
sidiary of Packard-Bell Electronics. 


Radio Corp. of America—Ewen C. 
Anderson has been appointed ex- 
ecutive vice president, staff. In the 
newly created position, he will han- 
dle special assignments for com- 
pany president John L. Burns. 

Anthony L. Conrad has been ap- 
pointed president of the corpora- 
tion’s service company. He _ suc- 
ceeds Donald H. Kunsman, who 
was appointed general manager of 
the corporation’s electronic data 
processing division. Succeeding Con- 
rad as head of government services 
will be Stephen D. Heller. 


ACCO Power Products, a division 
of American Chain & Cable Co., 
Inc.—Charles G. Olsen and John C. 
Murray have been appointed re- 
gional sales managers for the divi- 
sion. Olsen will head the central 
region; Murray, the western region. 


Norge—John S. Lukina has been 
appointed staff representative of 
the company’s recently created 
dealer development department. He 
will give Norge distributors help 
with dealer marketing. 

William Thomas Jr. has_ been 
named manager of the west central 
division for the company’s utility 
department. His headquarters will 
be in Greeley, Colo. 


“Good Housekeeping”—Julian Bers 
has been named home furnishings 
and appliance merchandising man- 
ager for the magazine. He will offer 
merchandising support to adver- 
tisers. 


Admiral—Two men have been elect- 
ed vice presidents of the television- 
appliance manufacturer. Ross D. 
Siragusa Jr. will become vice pres- 
ident of the electronics division. 
Harris Hesketh will be vice presi- 
dent of the company’s branch dis- 
tributing division. Both positions 
are new ones. A. A. Medica has been 
named to succeed Siragusa as tele- 
vision sales manager and Clarence 
B. Flinn will take Medica’s post as 
radio-high-fidelity sales manager 
for the company. 





H. Hesketh 
of Admiral 


R. Siragusa Jr. 
of Admiral 
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ADMIRAL, 
AVALANCHE 


...the most exciting TV sales news in years! 
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Avalanche of Advertising 


Never before such a concentrated force of sales mes- 
sages in print! Never before such a tremendous story 
to tell—now 23” TV at $199.95! Only Admiral can give 
this sensational news. And Admiral really does it! 


Biggest, most intensive campaign in T'V history. It’s 
not spread out over 5 to 6gnonths—-Admiral pours all 
this dynamic sales power into just 9 weeks! Timed to 
hit in the big first-quarter selling season! 


CONCENTRATED 9-WEEK COVERAGE! JANUARY 14 to MARCH 8! 


A Powerhouse National Newspaper 
Campaign in YOUR Local Market! 


Big 1610-line ads! 81 large-circulation newspapers! 


Every dealer will feel the impact of this “saturation” coverage. 


America’s Most-Powerful Magazines! 














Big space! All ads will be spreads or full pages. 
56,500,000 selling messages, 245,000,000 total exposures in magazines alone! 


The Biggest, Most Concentrated 


Ad Campaign in TV History! 


Avalanche of Profits 


ONLY ADMIRAL, FIRST WITH THE 23’S, COULD DO IT! Now 
big, beautiful wide-angle 23” TV at the price of ordinary 
21’s—$199.95. Already outselling 21’s coast to coast, 
the complete high-style Admiral 23” line will soar to 





further record-shattering highs! Sales are easier, faster. 
Customers immediately see the ‘“‘plus” features offered 
by Admiral 23’s. No “‘walkaways’’, because this quality 
Admiral TV is in a class completely by itself. 


This astounding low price—to be 
featured in all Admiral ‘'23”’ 
Avalanche ads—will triple your 
traffic, skyrocket sales and profits. 
Get ready to cash in! Call your 
Admiral distributor today! 


NEW WIDE-ANGLE 23” TV—The 
Copeland, Model T24K110. Deluxe table 
model in charcoal, mahogany, blonde 
oak finishes. Available with matching 
swivel base, optional extra 
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Avalanche of Sales Features 


New Picture Size! 






> pssst dap New Picture Shape! 


282 square inches 


New Picture Realness! 


Plus Admiral’s Lifetime-Sealed Optic Filter 


































Here’s the square-cornered, wide-angle 23” tube from Admiral 
that is leading dealers everywhere to new profit records. 


21” overall diagonal 
262 square inches 






Admiral’s new tube receives all the picture the station sends 
out. Better viewing, too, because the new tube is 8% brighter, 
with flatter surface that reduces distortion. And unlike 
ordinary tubes, it is not. recessed back in the cabinet. It’s 
right out front. You see the entire picture from any- 
where in the room. Admiral’s Lifetime-Sealed Optic Filter — 
a laminated safety glass faceplate—is permanently sealed to 


NEW! Reduced curvature of tube. Dust cannot gather behind it. No glare, no reflections. 
tube surface ends distortion, 


gives wider viewing angle. a . ‘ . » ses 
Siiesk bin ish patios ton Admiral’s big headstart in 23” TV—=millions of hours of trouble-free 


from dust. Safety glass is life- 
time-sealed to face of tube. 








operation— gives you the only 23” line with proved dependability 
and the best-selling design in the industry! 


ae = 
we Avalanche of Styles 


5 New Models to Complete the High-Style Line! Easiest Step-Up Features in the Industry! 


NEW WIDE-ANGLE 23” TV—The 
Sheffield, Model C24K111. Rich contem- 
porary console in beautiful walnut, ma- 
hogany and blonde oak finishes. 


NEW WIDE-ANGLE 23” TV—The 
Cheltenham, Model C24K142. Smart pro- 
vincial console available in rich mahogany 
and maple veneers. 





NEW WIDE-ANGLE 23” TV—The 
Cambridge, Model L24K133. Luxurious 
contemporary lowboy in walnut, mahog- 
any, blonde oak finishes. 


NEW WIDE-ANGLE 23” TV—The 
Buckingham, Model L24K152. Classic 
Queen Ann lowboy in beautiful mahog- 
any and maple veneers. 


THE FOREIGN MARKET 


With imporis looming as a major threat to domestic appliance-radio-TV producers, here’s 
the other side of the picture — a ten-year record of exports of American products abroad 


1959 Units 
Dollars 
(8 Months) 


1958 Units 
Dollars 


1957 Units 
Dollars 


1956 Units 
Dollars 


1955 Units 
Dollars 


1954 Units 
Dollars 


1953 Units 
Dollars 


1952 Units 
Dollars 


1951 Units 
Dollars 


1950 Units 
Dollars 


1949 Units 
Dollars 


1859 Units 
Dollars 
(8 Months) 


1958 Units 
Dollars 


1957 Units 
Dollars 


1956 Units 
Dollars 


1955 Units 
Dollars 


1954 Units 
Dollars 


1953 Units 
Dollars 


1952 Units 
Dollars 


1951 Units 
Dollars 


1950 Units 
Dollars 


1949 Units 
Dollars 


Refrigerators 
183,551 
29,261,591 


308,051 
47,142,341 


298,699 
48,267,963 


318,110 
51,114,723 


303,632 
49,072,973 


289,651 
47,956,193 


363,411 
59,998,677 


373,626 
60,810,193 


343,622 
55,005,023 


199,558 
29,736,971 


166,242 
26,814,489 


Radio 
172,464 
4,681,356 


315,535 
9,215,360 


298,368 
7,631,585 


322,354 
7,539,380 


367,549 
8,844,668 


308,039 
7,824,218 


360,600 
9,047,834 


407,761 
10,332,732 


Freezers 


43,581 
7,793,006 


62,746 
11,083,436 


53,605 
9,811,980 


55,805 
10,344,105 


96,758 
11,568,622 


31,978 
6,903,035 


40,193 
8,971,394 


21,776 
4,921,315 


33,734 
5,635,234 


Television 


105,462 
12,384,015 


218,929 


25,036,377 


155,827 
19,483,154 


170,454 
20,338,744 


94,270 
11,389,055 


136,737 
17,902,677 


151,949 
24,435,046 


106,731 
16,672,884 


304,968 
22,897,066 


422,958 
15,830,662 


523,898 
17,075,828 


Electric 
Ranges 


9,351 
1,412,770 


20,436 
2,673,028 


19,343 
2,736,647 


29,497 
3,338,074 


33,910 
4,127,776 


24,528 
3,179,152 


22,005 
3,012,739 


15,383 
2,159,530 


13,208 
1,859,652 


5,841 
769,360 


6,496 
978,796 


Blenders 


127,254 
2,116,338 


261,105 
4,304,398 


222,264 
3,531,352 


222,769 
3,682,996 


174,223 
2,876,553 


164,808 
2,/04,321 


203,475 
3,014,913 


134,777 
2,175,009 


138,354 
2,423,481 


94,736 
1,403,925 


94,267 
1,583,162 


Washers 
Automatic 


39,765 
6,021,683 


54,181 
8,261,352 


59,194 
9,095,000 


57,963 
8,312,691 


43,642 
6,558,011 


36,945 
6,072,069 


25,060 
4,131,676 


34,816 
5,013,178 


27,230 
2,585,510 


25,548 
2,212,596 


27,092 
2,279,458 


Electric 
Water 
Heaters 


10,374 
494,338 


20,938 
1,046,981 


20,076 
1,040,263 


21,698 
1,130,435 


22,103 
1,172,613 


19,919 
1,105,388 


19,274 
1,027,592 


13,691 
753,222 


9,808 
613,391 


5,803 
319,947 


5,067 
334,560 


Conventional 
21,716 
2,000,791 


33,898 
2,989,022 


31,637 
3,021,155 


34,333 
3,189,008 


39,000 
3,225,068 


42,567 
3,735,700 


95,327 
4,622,977 


25,842 
2,341,359 


35,210 
5,007,182 


27,034 
3,799,508 


29,795 
3,709,464 


Clocks 
104,634 
453,943 


177,304 
800,193 


179,936 
849,576 


214,440 
1,037,107 


212,454 
1,017,061 


169,736 
884,068 


217,088 
1,106,109 


174,818 
868,130 


241,544 
960,612 


315,303 
1,094,432 


259,840 
899,328 
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Clothes 
Dryers 


15,352 
1,639,662 


17,929 
1,995,842 


Dishwashers 


9,351 
1,353,834 


12,321 
1,809,841 


9,352 
1,459,077 


8,885 
1,382,527 


5,491 
907,651 


3,855 
709,797 


3,422 
629,913 


3,077 
639,555 


Prepared by Market Analysis Department, ELECTRICAL MERCHANDISING WEEK from Series FT-410, 


Vacuum 
Cleaners 


92,206 
3,168,487 


105,136 
3,731,288 


103,194 
3,608,174 


90,468 
3,723,176 


69,061 
2,582,265 


50,121 
1,807,831 


55,689 
2,207,613 


26,273 
1,160,722 


18,089 
688,752 


19,966 
691,900 


27,841 
841,610 


Fans 
241,266 
3,282,656 


331,153 
4,935,209 


304,862 
4,690,653 


276,240 
4,103,812 


247,649 
3,779,402 


224,636 
3,910,561 


201,290 
3,521,412 


152,254 
2,876,269 


115,737 
2,047,105 


102,623 
1,471,329 


Sewing 
Machines 


6,530 
597,505 


34,319 
2,227,066 


36,604 
2,071,401 


38,416 
2,072,870 


50,733 
3,081,107 


39,465 
2,922,978 


41,978 
2,419,678 


57,300 
3,438,284 


93,193 
6,185,333 


50,829 
2,844,209 


47,016 
2,945,234 


Portable 
Electric 
Tools 


162,817 
3,605,309 


191,615 
5,022,352 


238,480 
6,224,407 


241,702 
6,130,336 


215,715 
5,134,087 


167,017 
4,012,002 


151,634 
4,235,334 


60,982 
1,945,490 


107,085 
3,444,363 


61,789 
2,166,850 


Irons 


131,906 
775,242 


222,387 
1,296,359 


143,102 
874,731 


171,507 
1,025,044 


170,101 
979,969 


168,660 
1,066,790 


155,242 
933,641 


158,475 
888,413 


206,725 
1,154,835 


241,471 


1,095,984 - 


243,727 
1,027,889 


Room 
Air 
Conditioners 
83,874 
16,127,309 


138,025 
25,679,390 


111,937 
26,710,086 


94,602 
18,497,261 


64,906 
14,191,574 


56,233 
13,387,064 


40,849 
9,755,533 


19,613 
5,588,105 


13,411 
3,693,642 


6,906 
1,950,131 


5,708 
2,148,380 


Part Il, U.S. Department of Commerce, Bureau of Census. 
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Gas ranges of Gold Star’ Quality 
continue to mine a bigger and 
bigger share of tie market/ 











Are you getting your share of the gold in the ‘‘Gold Star’? Gas 
Range Promotion? In market after market Gas ranges awarded 
the “Gold Star” are earning a bonanza! In national maga- Look to these great names 
zines—on television, including ‘Playhouse 90”—on radio for ranges built to 

and in the papers—people are being educated to the ad- GOLD STAR Standards 
vantages of Gas cooking and are being urged to demand the 
“Gold Star” on any range they buy. Tie in with the “Gold 
Star’ Promotion and tie in with the mother lode of profits 
that Gas range dealers are digging today! 


BROWN FEATURAMIC e CALORIC e CROWN 
DETROIT JEWEL e DIXIE e EAGLE e GAFFERS & 
SATTLER e GLENWOOD e HARDWICK 


AMERICAN GAS ASSOCIATION MAGIC CHEF e MODERN MAID e MONARCH 
There are more than 28 advantages—in performance, NORGE e O'KEEFE & MERRITT e REAL HOST 
automation and design—in Gas ranges built to “Gold RCA WHIRLPOOL e ROPER e SUNRAY e TAPPAN 
Star” Standards! That’s why the “Gold Star” does such a THE BOSTON STOVE COMPANY e UNIVERSAL 


selling job for you! VESTA e WEDGEWOOD-HOLLY e WELBILT 


SHOW OFF the It will PAY OFF 


m. Gas Assoc., Inc. 





74 


Fedders’ Sales Get Off to Record 
At End of First Fiscal Quarter 


Successfully sprinting to beat the 
new 10% manufacturer’s excise tax 
imposed on all room air condi- 
tioners Dec. 1, the Fedders Corp. 
chalked up record sales and earn- 
ings for the first quarter of fiscal 
1960. 

The figures that had stockholders 
beaming: 

Sales—$26,199,743 

New income—$1,932,185 

The sales figures represent a tre- 
mendous jump. Not only were they 
more than double last year’s equi- 
valent total, they topped totals for 
the first six months of 1959. 


Fedders’ president, Salvatore Gi- 
ord:ino, did not expect sales to con- 
tinuc at that fantastic pace, but he 
was confident that the booming 
sendoff would have beneficial ef- 
fects for the rest of the year. 

Part of the reason for Giordano’s 
optimism was the progress the com- 
pany had made with its other air 
conditioning and heating equip- 
ment. 

An additional source of optim- 
ism was an anticipated increase in 
automobile producing. Fedders 
would be on the spot there with its 
auto radiators and heater cores. 
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No Second-Rate Halls 
For G-E Stockholders 


They’re playing the big time 
now. G-E’s 68th annual meeting 
will be held at the Chicago Opera 
House on April 27. 

This conclave is only the second 
G-E has held outside the state of 
New York. (Last year’s meeting 
was in Cleveland.) 

The outstate gatherings were 
made possible by a 1957 New York 
state law which allows companies 
incorporated in that state with 500 
or more shareowners, a majority 
of whom live outside the state, to 
hold annual meetings outside New 
York in three of any five years. G-E 
has 77% living outside of N. Y. 





~"Here’s your 1960 PROFIT PACKAGE 
fon Deorborn 


obo Chef 


<nrouch THE = map WALL 


A COMPLETE NEW LINE 


OF 
PORTABLE 


— 
a¥a®. 
Air. 
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Satellite 


As lower-cost compan- 
ions to the well received 
Dearborn Satellite which 
was introduced in 1959, 
Dearborn proudly pre- 
sents the Satellite I and 
Satellite II. Now, what- 
ever your customers’ per- 
sonal cooling needs may 
be, Dearborn provides the 
best for them to buy and 
the best for you to sell. In 
stylish appearance and 
cooling satisfaction, the 
Dearborn Satellite series 
offers the ultimate in per- 


sonal 


This amazing new 
Dearborn Sealed- 
Vent gas area 
heater introduces a 
new concept of 
home heating com- 
fort and safety. 
Factory tested, 
widely field tested 
and ready to go, the 
Sealed-Vent is 
beautiful in appear- 
ance and functional 
in design. As with 
all Dearborn heat- 
ers, it features 
exclusively the fa- 
mous Dearborn 
Cool Safety Cabi- 
net. With its ex- 
tremely simple 
installation, excep- 
tional good looks, 
and years of eco- 
nomical, trouble- 
free operation... 
you are assured of 
selling the finest 
and the newest 
equipment in the 
heating industry. 


FEATURES - 


® Close tight oven hood 
® Solid oak service board 
@ Exclusive pull-out ash and drip pan 
@ Optional automatic turn-spit 
@ Exclusive fire dividers 
@ Exclusive slide-a-grill 
® Huge balloon-tired wheels... 
and many morel 


Here is the top of Dearborn’s 
new line of outdoor-indoor 
barbecue cookers, the Hobo 
Chef! Built of heavy-gauge 
steel throughout, it invites 
your comparison with other 
equipment on any basis... 
good looks, construction and 
salability. A smaller Hobo 
Chef “portable” is also avail- 
able, with many of the same 
quality features. 


The Dearborn Re- 
gency is the estab- 
: lished leader of 
4 the area heating 
ge Its de- 
= sign and engineer- 
~ ing are unmatched 
a) for quiet, mainte- 
ee nance-free opera- 
; tion that lasts for 
years. The Re- 
gency is the sym- 
bol of safety, qual- 
ity and elegance 
in gas area heat- 
ers. In addition, 
Dearborn offers a 
complete line of 
vented and un- 
vented area heat- 
ing equipment... 
to suit exactly 
your customers’ 
requirements and 
provide you with 
the world’s most 
salable gas area 
heaters! 


comfort. 


Satellite Il 


A complete line of larger 


air coolers is also available. 


“Dearborn 
REGENCY 


WORLD'S FINEST 
GAS AREA HEATER 


DEARBORN STOVE COMPANY Dallas, Texas 

Nothing matches Dearborn’s clean-cut selling policy. 

Inquire at any of these regional offices: Atlanta, Chicago, 
Dallas, Los Angeles, San Francisco. 
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FINANCIAL NEWS 


Muntz TV, Inc., recently completed 
its financial report showing the com- 
pany just enjoyed one of the most 
successful years in its history. 

For the fiscal year just com- 
pleted, Muntz sported a sales vol- 
ume of $6,728,906, which is a 66% 
increase over last year. Net profit 
was $420,894, up 1,694% from last 
year. Earnings -were 36 cents a 
share, compared to 2 cents a share 
in 1958. 


Whirlpool Corp.—Sales for the nine- 
month period ending Sept. 30, 1959, 
$327,240,267, compared with $297,- 
070,109 for the first nine months of 
1958; earnings, $15,513,268, or $2.41 
a share of common, compared with 
last year’s $6,777,621 and $1.01 a 
share. 


Packard-Bell Corp. boosted by a 
healthy chunk of missile money, 
reported that after-tax profits for 
fiscal 1958 jumped 32.7%. ‘Sales 
increased 24%. The company will 
pay $1.73 a share. 

Annual sales in the technical di- 
vision, including checkout system 
for the Navy Polaris ballistic mis- 
sile, comprised 44% of total sales. 


Westinghouse Electric Corp. com- 
mon stock was listed on the Paciuc 
Coast Stock Exchange for the first 
time late last month. In announcing 
the change, Walter J. Maytham, 
Westinghouse Pacific Coast vice 
president, pointed out that 10% of 
the company’s 150,000 shareholders 
live in the far west, while the num- 
ber of California shareowners has 
increased 42% in the last five years. 


Zenith Radio Corp. will pay its 
stockholders a special dividend for 
the second year in a row. This year, 
it’s 65 cents, payable Jan. 29 to 
stockholders of record on Jan. 8. 

Zenith also announced a 40 cent 
quarterly and a 65 cent extra divi- 
dend, paid Dec. 29 to stockholders 
of record as of Dec. 8. 


Lamb Industries, Inc.—Unaudited 
operating profit for the 10 months 
ended Oct. 31, $471,013.94, or 43 
cents a share. 


E. J. Korvette, Inc.—Sales for the 
13 weeks ended November 1, $29,- 
452,511, up 2% from sales for the 
same period in 1958; net earnings, 
$111,089, or 9 cents a share. No 
comparative earnings figures were 
available because the company 
changed its fiscal year. 


Ampex Corp.—Net income for the 
first six months of the current fiscal 
year, $1,763,000, up 165% from last 
year’s $665,000 for the same period; 
earnings, 80 cents per share, com- 
pared with 36 cents; last year sales; 
$30,002,000, up 86% from the $16,- 
147,000 in 1958. 


Allied Stores Corp. and Subsidiaries 
Consolidated—Net sales for the 
three months ended Oct. 31, $164,- 
442,363, up 4.9% from the same 
period in 1958; income, $2,895,831; 
earnings, $1.00 per common share. 


Waste King Corp.—Directors have 
declared a 2% quarterly dividend 
on common stock and a 26%4-cent 
dividend on its series C cumulative 
convertible preferred. Common div- 
idend is payable Jan. 30 to stock- 
holders of record Dec. 31; preferred 
dividend is payable Feb. 15 to hold- 
ers of record Dec. 31. 
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IF 1959 WASN'T YOUR BIGGEST YEAR, TALK TO THE MAN 
WITH THE DERBY AT THE CHICAGO MARKET AND 
DECIDE TO... 


NORGE’ 59 DEALER SALES GAINS 
PACE THE INDUSTRY 


Norge compared with industry, 1959 vs. 1958, first 11 months. Sources: NEMA, AHLMA, GAMA. 


+39% 


+32% 
+21% 
+8% 


NORGE INDUSTRY NORGE INDUSTRY NORGE INDUSTRY NORGE INDUSTRY 
REFRIGERATORS WASHERS RANGES DRYERS 
FREEZERS (Automatic-Conventional) (Gas-Electric) (Gas-Electric) 


ARE THE BIG REASONS WHY | 

» Dispensomat—the only washer that 
adds all 4 laundry aids automatically — 
plus rustproof guarantee. 
5-Year Dryer Warranty, with Four-Way 
Drying and the Hamper-Dor—plus rust- 
proof guarantee. 

2 Wringer washers with Lint-filter Agita- 


tion System. 


© Vertical broilers in both gas and electric 
ranges. 


*> Refrigerators with both Swing 'n Serve 
shelves and Automatic Ice-Maker— 
plus bigger-capacity separate freezers. 





Norge quality appliances are 
priced right for today's market. 
Norge merchandising programs 
are geared, the year around, to 
help you sell at a profit. 


NORGE 


THE EASIEST SALE ON THE RETAIL FLOOR 
NORGE SALES CORP., subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. In Canada: Moffats, Ltd., Weston, Ontario. Export Sales: Borg-Warner International, Chicago 3, Mlinois 



































SITTING IN NEW POSTS in the Mc- 
Collum-Law Co., Rocky Mountain 
area distributors for Westinghouse, 
are Roxie Pomarico, left, recently ap- 
pointed sales manager with Denver 
headquarters, and John Threlkeld, 
right, who will serve as manager of 
the contract sales department for 
kitchen facilities. 





They’re Moving to Texas 


To keep up with expanding busi- 
ness in the Southwest, the Gulf & 
Western Corp. has moved its ad- 
ministrative headquarters from 
New York to Houston. And John H. 
Duncan of Houston, an executive 
vice president since August, 1958, 
has been moved up to president of 
the company. 

Duncan was in charge of the pro- 
gram whieh has made the company 
important in the Southwest’s whole- 
sale appliance and automotive parts 
distribution business. Gulf & West- 
ern has moved ahead in the South- 
west by acquiring well established 
concerns in the wholesale field. For 
example, J. A. Walsh & Co., RCA 
distributor in Houston area, has 
become part of the company. 








DE WALD RADIO, a division of 
United Scientific Labs, Inc.— 
Irving Rose Associates, Chicago, 
Ill.; World Wide Products Inc., 
North Miami Beach, Fla.; Rob- 
ert Reiss Associates, West Ha- 
ven, Conn.; Fred Wamble Sales, 
Montgomery, Ala.; Roger M. 
Minthorne Co., Portland, Ore. 


QUICFREZ, INC.—Dickerson Asso- 
ciates, Houston, Tex., (as terri- 
torial reps for parts of Texas); 
James H. Love, Buffalo, N.Y., 
(as territorial rep for parts of 
New York); William J. Lyneis, 
Salt Lake City, Utah, (as terri- 
torial rep for Utah and parts of 
Nevada, Oregon and _ Idaho); 





ACTUAL BIG SALES INCREASES IN '58 AND ‘59 PROVE 


YOU'LL WIN WITH BROWN IN'60 


You, too, Can Make More Profit and Easier Sales -with 


<Featurtnt 


FINEST QUALITY GAS RANGES 
BY BROWN . 


COMPARE THESE FACTS 
AND SEE WHY - 


1 Your choice of the same features, or better, than 
* on so-called “high priced” ranges. 











2 
3 
4. detail. 
) 
6 








G. €. Brown and his son, Kenneth Brown, proudly display a new 
Featuramic range from the Brown 30-inch series for 1960. 

As Brown Stove Works celebrates its 25th anniversary in 1960, Mr. Brown 
extends personal thanks to his 4500 dealers for their help and cooperation. 


New Featuramic Styling. 
Priced lower by far than any comparable range. 


Unsurpassed quality and craftsmanship in every 


Your choice of promotional or deluxe ranges. 


A larger percentage of profit every time you sell a 
* Brown Featuramic Gas Range. 


SEE OUR COMPLETE LINE OF 
25th ANNIVERSARY GAS RANGES AT 


AMERICAN FURNITURE MART, January 4 to 15, SPACE 549A 





ATLANTA MERCHANDISING MART, Jan. 11 to 15, SPACE 401 


DALLAS HOMEFURNISHINGS MART, Jan. 18 to 22, SPACE 176 


LOS ANGELES FURNITURE MART, Jan. 17 to 22, SPACE 60 


(Lower Level) 


BROWN STOVE Works, INC. 


CLEVELAND, TENNESSEE 


Norfolk Distributing Co. 
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DISTRIBUTOR APPOINTMENTS 


E. G. Sommerlath Jr., St. Louis, 
Mo., (as territorial rep for parts 
of Missouri, Illinois and Ken- 
tucky); L. R. Wells, Kansas 
City, Mo., (as territorial rep for 
Kansas and parts of Missouri). 


YORK DIVISION of Borg-Warner 
Corp.—Oliver J. Kesti, Pontiae, 
Mich., (as manufacturer’s rep 
for Mich., Ohio, Ky., Ind. and 
W. Va.); William H. McCul- 
lough, Chicago, (as manufactur- 
er’s rep for N: Ill., Iowa, Minn., 
Neb., N. D., S. D., and Wis.). 


MAGIC CHEF—Ray Hill, Norman, 
Okla., (as factory rep for Okla- 
homa and Kansas). 





DISTRIBUTOR NEWS 


Norfolk, 
Va., pulled its business out of the 
catalog and put it on the showroom 
floor when it moved recently. The 
company operated exclusively from 
the printed page until it took over 
new offices in the Law Building. 
Now it has plenty of room to dis- 


play its nationally advertised lines 


which include electric housewares, 
radios, phonographs, glass and din- 
nerware. 


The Houston, Tex., branch of the 
Beaumont-based Warren Refrig- 
erator Co., Inc., is moving after 


more than 30 years in one spot. New _ 


offices and warehouse will be in a 
brand-spanking 8,000-sq.-ft. ma- 
sonry building on the Gulf Free- 
way. 


Sunset Electric Co., Spokane, Wash., 
has leased an old warehouse bring- 
ing the company’s total display and 
distribution space to more than 
70,000 square feet. The distributor 
carries Emerson, Du Mont, Eureka, 
and Congoleum-Nairn lines. 


Geo. C. Wetherbee & Co. is throw- 
ing a three-day manufacturer’s 
show at the Detroit Light Guard 
Armory, Jan. 24-26. K. A. Zimmer- 
man, president of the distributing 
company, expects 125 manufactur- 
ers, “whom we believe represent 
the most important segment of vol- 
ume in the hardware business” to 
participate. 

Included in the displays will be 
spring sale advertising broadsides, 
merchandising helps and promo- 
tional lines. 


Frigidaire’s Goal-Maker Club has 
94 new members. The men, appli- 
ance leaders from the company’s 
distributing network, were  in- 
stalled during the group’s second 
annual inaugural conference in 
Nassau. Robert W. Dixon, division 
manager of Frigidaire’s Fort Worth 
branch, earned the _ presidential 
chair with his sales record. 


E. P. Atcherley has been appointed 
Pacific region distributor sales man- 
ager for Sylvania Electric Products 
Inc. He succeeds William G. Pat- 
terson who is retiring. 


Anthony G. 
Rochester Radio 


Schifino is joining 
Supply Co., Inc., 
as executive vice president. He will 
continue to serve as a consultant to 
Stromberg-Carlson where he was 
a vice president and general man- 
ager of the company’s special prod- 
ucts division. 
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SERVICE NEWS 


Twice a week 54 York heat pump 
dealers and servicemen in Houston, 
Tex., switch sales books and repair 
tools for notebooks and pencils. 
Why? They’re attending a 32-week 
course in heat pump technology at 
the University of Houston. 

York’s Houston branch is under- 
writing all the course expenses, 
averaging around $400 per student. 
The curriculum starts with the 
basic refrigeration cycle and covers 
electricity and controls, trouble- 
shooting, pressure devices, ‘towers, 
pumps, refrigerants, evacuating, 
charging and heat pumps. 


Robert J. Schreiber is the new na- 
tional service manager at Cribben 
& Sexton, Chicago, a subsidiary of 
Waste King Corp. In his new post, 
Schreiber will coordinate factory, 
field and parts service on commer- 
cial and domestic products. 


Six branches of RCA Service Co. 
were singled out for outstanding 
performance in servicing television 
receivers. They received Frank M. 
Folsom Distinguished Service 
Awards, named for the chairman 
of the executive committee of the 
RCA board of directors. 

Managers of the honored branch- 
es are: R. J. DeLisle, Springfield, 
Mass.; P. W. Kugler, Detroit (West); 
J. C. Morgan, Detroit (East); H. C. 
Christian, Denver; E. D. Herring- 
ton, Ogden, Utah; and F. S. Wing, 
Little Rock, Ark. 


Service technicians will be able to 
get valuable training on how to 
meet the public through a new 
Electronic Industries Assn. pro- 
gram. The EIA service committee 
announced that films and a manual 
on customer relations and _ sales- 
manship will be prepared and made 
available to all radio, television and 
electronic service dealers. 


Burlington, Iowa, television tech- 
nicians had a chance to meet Paul 
Harvey, radio news commentator, 
when he visited the Winegard Co. 
recently. Harvey will be sponsored 
daily by the TV antenna manufac- 
turer beginning Jan. 18. 





Hupp Division Names 
No Longer Long... 


. . they’ve been shortened to give 
the operating divisions closer iden- 
tification with the parent corpora- 
tion. Five of Hupp’s seven divisions 
are in on the name change: 


Gibson Refrigerator Co. is now 
Gibson Refrigerator Division; Hupp 
Aviation Co., now Hupp Aviation 
Division; Perfection Industries, now 
Perfection Division; Typhoon Air 
Conditioning Co., now Typhoon Air 
Condition Division; Typhoon Heat 
Pump Co., now Typhoon Heat Pump 
Division. 

The two divisions not affected 
are Huppower Div. and Hupp In- 
ternational Div. 





Whirlpool in ‘Look’ 

RCA Whirlpool’s big magazine 
advertising schedule for 1960 will 
appear in “Life,” “Saturday Eve- 
ning Post” and “Look.” EM Week’s 
original story on Whirlpool’s ad 
schedule (EM Week, Dec. 21, page 
4) failed to mention ‘‘Look”’ as one 
of the three publications being used. 
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CHORD ORGAN 


Priced for immediate selling! 

Ready for January delivery! 

Styled and precision made in America by Audion! 
Fully guaranteed! 



















See it first during the 
Chicago Furniture Market 
Congress Hotel...Jan. 4-8 


AMERICAN ADIDI©ON CORPORATION 
200 FIFTH AVE., NEW YORK 10, N.Y. 










Help Stamp Out Phonographs, 


THIS OAKLAND, CALIF., HI-FI dealer in window display. True Recordings Co. 
promotes sales of tape recording with this ashcan display. 


ays... 





ELECTRICAL 


What’s the Publie’s No. 1 Color? 





MERCHANDISING WEEK 





In 1960 Housewares, It’s White 


That’s the result of a nation-wide 
survey just completed by the Na- 


tional Housewares Manufacturers 
Assn. 
White, yellow, pink, turquoise 


and red would be the top-selling 
1960 colors according to 87% of 
the polled buyers and 65% of the 
manufacturers. White also would 
be dominant in combinations. The 
70% who predicted the combina- 
tion of two colors as the probable 
best seller most frequently named 
white as one of the colors. 


Returns were received from 759 
firms in the wholesale classifica- 
tion and 738 retailers. 

Manufacturers split on increased 
prices for ’60. Forty-nine per cent 
said prices would go up, 49% said 
prices would remain the same. Only 
2% believed prices would go down. 
Of the manufacturers predicting 
price increases, 76% thought the 
jump would be from 1 to 9%. 

The manufacturers also said fall 
and spring were the best selling 
seasons. 





Admiral: $1-Million Electronics Expansion 


The company’s “Electronic City,” 
Harvard, Ill., will get a two-stage 
face-lifting, according to Ross: D. 
Siragusa, president. 





Now’s the Time to Buy 


And since the company also feels 
this is the time for Proctor to buy, 
it will launch a full schedule of 
1,000-line color ads in newspapers. 

Illustrating the full line of Proc- 
tor products, the ads will start 
running the week of Jan. 11 and 
continue through March. The theme: 
Now is the time to buy Proctor. 

Proctor has chosen color ads be- 
cause it is convinced they will pro- 
vide higher readership and greater 
reader retention. The ad campaign 
will be keyed in at the local level 
with dealers and distributors. 





Ground will be broken sometime 
this month for a 75,000-sq.-ft. ad- 
dition to the east end of the tele- 
vision manufacturing plant. Con- 
struction is scheduled to be finished 
by the end of June. 

Second phase of the expansion 
at Harvard calls for another 75,000- 
sq.-ft. addition to be completed in 
the spring of 1961. 

“When the new additions are 
completed we believe we will have 
the world’s largest television plant 
under one roof,’ Siragusa said. 
“Employment now is 2,200 and 
should increase to 3,000 when the 
construction program is finished.” 

The Harvard plant now takes up 
50,000 sq. ft. Currently being pro- 
duced are 17-in. portable TV mod- 
els, 2l-in. sets and the new 23-in. 
wide angle sets. 
























































NEW LOOK) 
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pliance design 


safety .. 


Streamlined styling . . . 


metry of appearance 


Satin chrome cover in closed position 
conceals burners and valves. . 
a flush continuation of cabinet counter- 
top at standard 36 inch height. 


. provides 


NO OTHER GAS RANGE CAN MATCH 
THESE DESIGN ADVANTAGES 


® Custom built-in look with the flexibility 
and economy of free-standing range 

® Matches perfectly modern kitchen cabinets 

® New thin-line square look . . . hallmark 
of the newest ac smartest in modern ap- 


Satin chrome cover provides an extension 
of counter-top ... high back splasher .. . 
heat - proof serving counter 

Top burner controls recessed in cooking top 
... out of sight... out of touch. . . greater 
. easy accessibility 

no control valves 
on front of range to mar grace and sym- 


a cordial invitation 


from CROWN 


Visit the Crown space at the Merchandise Mart... 
see and inspect the greatest innovation in gas 
ranges in over 25 years... the ““New Look”... 
by Crown... Space 1176 . .. Merchandise Mart 
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Lift-up cover in open position exposes top 
burners and burner controls for cooking 
use. Unique construction allows cover to 
clear backguard . . . forms back splasher. 
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Here’s the Pitch 


On a Stereo Record 


1960 


And it’s pushing Gibson’s air con- 
ditioner. The record is available to 
all the company’s dealers. 

Specially cut to demonstrate the 
air conditioner’s “air sweep’ fea- 
ture, the record has a sales message 
that moves from one speaker to 
another as it describes the ‘“auto- 
matic movement of cool air from 
one corner of the room to the 
Ger il? 

Dale Heinlen, Gibson’s advertis- 
ing and sales promotion manager, 
points out the record can help deal- 
ers demonstrate their stereo units, 
too. He estimates that over 95% of 
the company’s dealers handle a 
stereo. 





Westinghouse Going After 
Major Negro Markets... 


this year. The company’s ap- 
pliance division will back home 
service shows, sponsored by Negro 
newspapers, in 14 cities throughout 
the United States. 
. The shows are being coordinated 
by Charles B. Fisher and Associ- 
ates. Associated with Fisher are 
such Negro personalities as boxing 
champion Joe Louis and William L. 
Rowe, former deputy police com- 
missioner of New York City. 


Westinghouse decided to step up 
activity in the brand conscious 
Negro market after four years of 
successful promotions at the Pitts- 
burgh Courier Home Service fairs. 





MANUFACTURERS’ 
PROMOTIONS 


G-E is sparking after-Christmas 
sales of Telechron clocks by offer- 
ing new dials, more colors and spe- 
cial prices. The Little Snooz-Alarm 
clock, now in Sahara beige, comes 
with a lighted dial and goes for 
$7.98. At the same price, the Trend, 
with a plain dial, will be available 
in pink, blue or beige. 

Two other models, the Kitchen- 
Mate and Starter, will be priced at 
$4.99 until Mar. 1. Kitchen-Mate 
comes in metalized copper and tur- 
quoise, chrome and white. 


Two promotional packets will help 
dealers push Steelman Phonograph 
and Radio products during the 
Christmas season. Kits feature the 
manufacturer’s wide angle stereo 
and transitape tape recorders. 


An engraved silver ice bucket went 
to Harold V. Clark, Hamilton Beach 
district sales manager, whose head- 
quarters are in Des Moines. Clark 
won the Arnold O. Wolf Award by 
getting more orders from Hamilton 
Beach distributors and more new 
missionary orders from dealers for 
distributors during August and Oc- 
tober than any other man in the 
company’s sales force. 


A buck each is what district sales 
managers for the Lewyt Corp., 
vacuum cleaner manufacturer, “bet” 
the company’s promotion manager 
that they would exceed their quo- 
tas on throw-away dust bags dur- 
ing a monthly promotion. Every 
one of them won, and the company 
paid off with framed $1 bills. 











She’s the Big Winner yw 


SHE WON APPLIANCES worth $1,000 in the Hotpoint Parade of Homes Con- 
test. Robert Moffett, Hotpoint-New York, congratulates Mrs. Colin Campbell, 
Larchmont, N.Y., on her winning statement about custom appliances. 





in gas ranges by CROWN 


THE GREATEST ADVANCEMENT IN GAS RANGE DESIGN IN OVER A QUARTER OF A 
CENTURY...IN BEAUTY...IN STYLING...OBSOLETES EVERY CONVENTIONAL RANGE 


Compare the Crown Contemporary with any conventional range... 
the difference is startlingly apparent . . . it makes the ordinary gas 
range look obsolete .. . a relic of yesteryear. 

Here is complete new modernity in a gas range...a magnificent 
cooking appliance that contains every advanced feature . ..a dramatic 
“New Look” that sets it apart, fashion-wise from every existing gas 


of kitchen appliances... with a beauty appeal that’s simply irresist- 
able to the modern Homemaker. 

The Crown Contemporary is a distinct departure from the familiar, 
stereotyped, conventional range... . it is, in every respect ...a totally 
“NEW LOOK” in gas ranges. 
range .. . with totally new design features. 


‘ Paes For the Crown Dealer... the ‘“‘New Look’ means ...new con- 
Here is an exciting gas range.. 


sumer interest ...increased customer traffic ... elimination of 
competition ... higher unit sales ... greater profit per sale . 
competition has nothing to compare to the Crown Contemporary. 


. different yet completely utilitarian 
.a bright new star that takes 
its place with all that is new, smart and completely desirable in the field 


. glamorous but altogether practical . 


GET THE FACTS ON CROWN’'S GREAT NEW MERCHANDISING 
PROGRAM . . . THE CROWN PERSONALIZED SALES PLAN 


A COMPLETE SELECTION OF MODELS IN 3 SIZE RANGES | 


Crown Stove Works 
Chicago 50, lilinois 


Send complete information on Crown’s “New Look” in 

gas ranges and the Crown Personalized Sales Plan. 

et spas 40” Hi-broiler oe 36” Two oven 36” Hi-broiler 36” so 36” Value cake ania A 
range range range special range special range Name saci 


CROWN STOVE WOR EHS _ _......... LAK 


4627 WEST TWELFTH PLACE...CHICAGO 50, ILLINOIS 
Crown . . . Builders of fine ranges since 1887 
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AC 


BASED ON FACTS! 


That’s what you'll get in the 
HOSPITALITY SUITE, 
PALMER HOUSE, Jan. 4—13 


Drop in and see how to sell electric 
chord organs profitably all year round. 
We know. We'll prove it to you! 


Call or write Mr. Stanley Green 


ORGAN CORP. OF AMERICA 


51-02 21st St, Long Island City 1, N.Y. EMpire 1-2440 





Distributors — a few highly profitable distributor territories are open 















ELECTRICAL MERCHANDISING WEEK 










site ee, 


3 MILLION QUARTS 


They Froze for 4-H Club Prizes 


NATIONAL WINNERS in 4-H frozen food program received $400 scholarships 
from the Whirlpool Corp., represented above by H. W. Ratter, far right, assistant 
public relations manager. Up to 800 pounds of beef and more than 200 quarts of 
fruits and vegetables each were frozen by, from left: Patsy Ann Paige, Lois Ann 
Jeans, Jay Zunini, Emily Nemeth, Mary Jane Kritzmire and Maria Tarczanin. 
Sign refers to total amount frozen in program during year. 

















HIGH STYLING 
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Two free-standing 2-Zones — 
17 or 2 ft. total 


Built-in 2-Zones also available. 
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Division of Manitowoc Equipment Works °°: * * 


. JANUARY 4 THROUGH 9 i 


Manitowoc, Wisconsin 
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In 1960... 
Make More Sales 
With The Name 
More People Trust... 





CL Edison. 


ROOM AIR CONDITIONERS 








IMPERIAL SERIES—FEvery model includes 
a genuine electrostatic filter at no extra cost. 
Sizes from 10,000 to 19,100 B.T.U. 


DELUXE SERIES — High Cooling 
capacity at low cost, plus many top 
of-the-line features. In 1 and 2 


QUIET COMPACT ' SERIES — 
Cabinets measure only 16% deep 


PORTABLE— Delivers 4200 
B.T.U. capacity with full % 
H.P. unit. Ideal for any room 


H.P. sizes. 


SALES COME EASIER when the room air conditioners you 
sell carry the name Thomas A. Edison. 


Customer confidence is built in. This legendary name, so widely 
known and accepted, establishes the quality far better than words. 
Instantly, your customers know they can put their trust in these 
distinguished room air conditioners. 


And they are never let down. Pledged to merit association with 
this great name, every Thomas A. Edison Room Air Conditioner 
must pass 11 major performance tests, including a grueling 60- 


THOMAS A. EDISON HOME COMFORT APPLIANCES, DEPT. AE-14 


McGraw-Edison Company, Albion, Michigan 


Please send complete information on the new 1960 Thomas A. Edison Room 


Air Conditioners. | am a 


NAME 


COMPANY 


STREET 


Distributor Dealer 





for 4 big 1 H.P. sizes. Exceptionally 


ol OlI-) ami amme) ol-1¢-belelam up to 12’x 15’ in size. 


minute actual operating test. Each one must earn the right to 
carry the name before it leaves the factory. 


Yet with all this insistence on quality, these room air conditioners 
are priced to be fully competitive, model for model, with any 
others on the market today. And they include an outstanding 
array of exclusive sales features like the incomparable Lectrofilter®, 
the only genuine electrostatic filter available in a room air con- 
ditioner today at no extra cost! 


Mail the coupon below for details of the most valuable new appli- 
ance franchise available today. 


See This Distinguished Line at Space 11-103 Merchandise 








O Edison 


Home Comfort Appliances 


Albion, Michigan 


In Canada: 574 Fuurth Line, Oakville, Ont. 
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BLACKSTONE 
PROFIT 
PARTY* 





DONT MISS the complete new 
BLACKSTONE LAUNDRY LINE 
from budget wringer through 
deluxe automatic washers, 
gas and electric dryers. 


SUITE 2200-CoNRAD HILTON | 
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ELECTRICAL MERCHANDISING WEEK 


It's $0 easy 


to deliver appliances 
with an 


EASLOAD 


Safely handles an 
800 Ib. load 





Cut delivery costs with 
Easload. The only truck 
that takes the weight 
off the man and 
balances it on large 
retractable wheels 
where it belongs. 


* Tubular slide runners 
« Protective rubber 
pads 

¢ Positive ratchet- 

type cincher 


bearing wheels 
cushioned on 
10x 2.75 tires 


Order Easload today — on MGNEY BACK GUARANTEE 
of satisfaction (FOB L.A.)...only $57.50 
Colson Equipment & Supply Co. 

1317 Willow Street, Los Angeles 13, California 





EASLOAD arruiance trucks 





| MERCHA NDISING 


NEW PRODUCTS— 














| SUPPLEMENT 


NEW SALES 


be sure! 


60 Years of 
Dependable 
Service! 
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=FAST FREIGHT 


FASTEST TO BOTH COASTS! 
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SELLING OPPORTUNITY AVAILABLE 





and Gas 
-ds rep- 


Manufacturer’s Agent Electric 

Ranges Leading manufacturer ne¢ 
resentation in the following territories: Illi- 
nois- Wisconsin; Michigan-Indiana; Ohio-W. 


Virginia; and New England States. oa nts 
calling on _ distributors only RW - y 
Electrical Merchandising Week 





SELLING OPPORTUNITY WANTED 





Maximum Representation, Detroit area. 

AAA1 Rep. wants AAAI line Jan 1 
RA-3304, ELECTRICAL Merchandising 
Week. 
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Coast Dryer Campaign Counted 
On Rainy Season to Boost Sales 


Figuring there’s nothing like a 
little rain to emphasize the value 
of an electric dryer, members of 
the Sacramento, Calif., Valley Elec- 
tric League launched a sales cam- 
paign to coincide with the usual 
November deluge. 


The results: no rain during the 55- 
day campaign. 

And just for good measure, there 
was a shortage of many dryer 
models. 

But despite all the handicaps, 
salesmen of the 109 dealer mem- 
bers rang up a 5% increase in vol- 
ume over the same period in 1958 
(when it did rain). 

The extensive “Buy-Try Dryer” 
promotion worked this way: 


Customers were offered a money 
back guarantee if they were not 
satisfied within two weeks after 
purchasing a 220-volt dryer. The 
campaign, jointly sponsored by the 
Sacramento Municipal Utility Dis- 
trict, provided a $20 reimbursement 
for the dealer and $50 for the cus- 
tomer if the dryer were returned. 


Returns were negligible. 
Salesmen were offered a $2 bonus 
for each dryer sold during the cam- 
paign. Those selling three or more 
were given invitations to a special 
incentive dinner where they will be 
eligible for more prizes. More than 
80 qualified. 





ASSOCIATION NEWS 


“We don’t need a cold war to sus- 
tain our economy,” Edward A. Nor- 
man, president of the Gas Appli- 
ance Manufacturers Assn. claims. 
Instead, he urges the nation to wage 
a “hot war” against obsolescence. 
A “$135 billion job of work” will 
have to be done within five years 
to bring industrial and commercial 
structures in the U.S. up-to-date, 
Norman says. And, he adds, the 
gas appliance and equipment in- 
dustry is training its sights on all 
areas of reconstruction. 


Two divisions of the Cincinnati 
Electrical Assn. have elected new 
presidents. They are: president of 
the electrical wholesalers, Herman 
G. Cook, district manager, Graybar 
Electric Co.; president of the manu- 
facturers division, Edward N. Keyes 
Jr., American Steel and Wire Divi- 
sion of United States Steel. 


More than 100 Eastern North Caro- 
lina major appliance dealers have 
formed the Eastern Carolina ap- 
pliance Dealers Assn. The group 
has received a charter from the 
National Appliance and Radio-TV 
Dealers Association. 


Radio and Television Service Deal- 
ers Assn. of Durham, N.C., present- 
ed certificates to seven dealers who 
successfully completed a refresher 
course on electronic fundamentals. 


Harry Shook has been elected pres- 
ident of the newly formed Char- 
lotte, N.C., chapter of the National 
Appliance and Radio-TV Dealers 
Association. J. E. Browning is vice 
president, and Tom Hawthorne will 
serve in the capacity of secretary- 
treasurer. 


Cooperative advertising efforts 
of 11 brands of dryers backed up 
the promotion. Working with the 
league and utility were the sup- 
pliers of Easy, Frigidaire, G-E, 
RCA Whirlpool, Hotpoint, Kelvina- 
tor, Kenmore, Westinghouse, May- 
tag, Norge and Philco. 

Promoting the “Buy-Try Dryer” 
campaign was this schedule: 22 ad- 
vertisements in two dailies, 54 in 
nine weeklies; 580 spots on five 
radio stations; 100 minutes of spots 
on three TV _ stations reaching 
2,000,000 people; billboards with 
estimated 8,000,000 impressions. 





Nashville Elections 


James Tyree, manager of the 
Harvey Department Store appliance 
department, is new president of the 
Nashville Electrical Dealers Asso- 
ciation. 

Tom Holt of Harley-Holt Furni- 
ture Co. was elected vice president, 
and Ray Beesley of Beesley Furni- 
ture Co. was made secretary-treas- 
urer, 

New directors: Farrar, Roy Camp, 
Cain-Sloan Department Store; N. A. 
Carswell, J. L. Perry Co.; Robert 
Cloud, Keith-Simmons Co.; James 
Gulon, Braid Electric Co.; W. D. 
Hall, Nashville Electric Service; 
Sam High, Keith-Simmons Co. Re- 
tail Store; Sidney Kaufman, Ten- 
nessee Maytag & Furniture Corp. 











83 


HOMER TRAVIS, president of Kelvi- 
nator Sales, who was re-elected board 
chairman of the American Home Laun- 
dry Assn. 













































































PROVEN by 33% increase 


in Dealer Outlets! 


Winning overwhelming dealer acceptance since its introduc- 
iion in the fall of 1959, the 1960 MAGIC CHEF Gas Range line « 
today — January 1960 — is the dealer-approved 1960 line! ° 

















PROVEN by 96% increase 


in Sales! 


Consumer-tested and sales-proved on the retail floors of the 
nation, the 1960 MAGIC CHEF Gas Range line today — Jan- 
uary, 1960 — is the consumer-approved 1960 line! 





HERE’S WHY the 1960 MAGIC CHEF Gas Range line has received unprecedented consumer and 


dealer acceptance: 


Newest Automatic Features on Any Range 
The Magic Control Center and the Dial-a-Magic Roasting Control— Consumer Approved! 
Newest Styling in the Range Industry 
Sculptured Range Styling — Consumer-Approved! 
Dynamic National Advertising Campaign presents the 1960 MAGIC CHEF 
Gas Range to the American homemaker 
-omplete merchandising materials available to tie-in with national MAGIC CHEF ad campaign. 








SEE THE CONSUMER-APPROVED 


1960 Magic $y Chef” LINE 


Space 637 * Women’s Building 
SOUTHWEST FURNITURE MKT. 
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‘BIACKSTONE 
‘PROFIT 
‘PaRTy* 

2end HeoR, 
CoNRAD 
sHi[ToN 


 falechinente and a look at 
the complete new Blackstone 
Laundry Line from budget 
wringers through deluxe 
automatic washers -gas and 
electric dryers. SUITE 2200, 
during the winter market. 








cover 18% of the U.S. buying public. 


ELECTRICAL MERCHANDISING WEEK 


| HOW’S BUSINESS? Here’s the answer for 27 key markets which 


Based on flash reports of dealer 


sales in the areas served by these utilities, the chart provides you with 


an authentic, timely index of retail sales. It’s an ELECTRICAL MER- 


CHANDISING WEEK exclusive. 
October 1959 vs October 1958=00 


Ten Months 1959 vs Ten Months 1958—00 





IN THE EAST 





IN THE MIDWEST 





IN THE SOUTH 





IN THE SOUTHWEST 





IN THE WEST 





NATIONAL 





Oct. 


Electric Room Air 
Refrig- Electric Water Clothes Dish- Condi- 
erators Freezers Ranges Heaters Washers Dryers washers _tioners TV 
United Illuminating Co. +25 — 2 +38 —28 +10 +46 +48 +317 +17 
+14 +12 +12 —23 = So +14 +18 +49 ee 
N. Y. State Electric & Gas Corp. +15 + 4 + 2 —24 — 6 —15 - +178 * 
+ 6 + 3 + 4 —11 a — 8 9 +126 > 
Jersey Central Power & Light Co. — 1 —16 +12 —21 + 3 fe) — 8 — 3 + 5 
+17 EAE + 3 —10 +11 eae — | +59 = Be 
New Jersey Power & Light Co. — 3 +21 + 9 +11 — 1 — 4 +56 +400 + 7 
+15 +24 — | +24 +15 +18 +40 +64 +23 
Philadelphia Electric Assn. +40 +22 +35 +16 —11 —37 +24 +301 — 7 
+24 +33 +13 + 4 = —23 +20 +28 0 
Pennsylvania Electric Co. + 3 — 6 — 3 —12 + 1 — 1 + 7 +233 —14 
+24 +12 +12 + 9 + 7 ‘*-— 4 +13 +89 — 6 
West Penn Power Co. + 8 +10 — 2 — 4 — 6 + 3 +16 +79 — 8 
+15 + 6 + 9 +19 +11 + 4 +32 +63 + 6 
Dayton Power & Light Co. —14 + 2 — 2 +52 —29 —25 +42 +167 + 1 
+10 ee - 8 +14 — 9 —13 +42 +73 
Commonwealth Edison Co. g +23 — 6 +43 = +30 442 +195 m6 
i +10 — 1 +12 ” +8 +48 +75 : 
Kansas Gas & Electric Co. +14 +68 +25 +20 +44 + 3 —10 +21 1 
+ 4 +10 — 2 —34 — 1 —13 +10 — 6 —15 
Kansas Power & Light Co. —12 — 7 — 2 —23 —12 +12 4 —60 — 6 
et +16 — 7 —21 — 6 — 2 4 — 2 — 7 
Nebraska-Iowa Electric Council +41 + 4 +25 +247 +13 + aa +95 +189 + 4 
+40 +12 +24 +31 +13 +26 +194 +52 + ..6 
Kentucky Utilities Co. —12 — 3 +17 —15 —14 + 9 —13 +262 — 6 
aed =— 3 + 2 — 4 — 2 —13 +24 5 — § 
Chattanooga Electric Power Bd. +12 — 3 +56 —11 — 2 + 4 +200 +84 + 7 
+17 —14 +33 +16 + 4 ~ 3 +266 +13 +15 
Nashville Electric Service —15 — 8 + 5 +20 ja + 2 3 . 7 
+21 — +17 + 4 ” 0 és . . 
Florida Power & Light Co. + 3 +67 + 6 —26 +12 +36 —34 —35 +42 
+21 +48 +19 — | +13 +27 +17 —25 a a. 
Florida Power Corp. +31 +43 +22 +17 + 5 +66 +21 + 7 +15 
+34 +44 +31 +19 +16 +21 +38 — | +15 
Tampa Electric Co. +13 — 7 +43 +12 — 1 +19 +57 +23 + 8 
+14 9 +11 — 4 — 9 +" 3 — 30 — 9 = ae. 
Dallas Power & Light Co. + 5 +34 — 7 Oo —10 +12 +120 +285 — 8 
+30 +36 = ee +11 — | +10 +53 = ae: 3, le 
Gulf States Utilities Co. * 4 —11 e + 5 ig . . 
“ 22 +15 +31 " +11 e z . 
Ei Paso Electric Co. + 8 +106 —19 — 2 . —16 +14 — 6 —10 
+14 +33 +29 +19 53 pee +12 —33 +23 
Southwestern Electric Power Co. + 8 +24 +39 +39 + 5 — 9 +94 +44 + 1 
= ee. +30 +533 +62 Se. — 4 +73 —23 — 1 
New Orleans Public Service, Inc. ++44 +36 +25 e +16 +450 +39 —85 —22 
+26 +10 +45 . +21 +85 +34 — 9 SD 
Idaho Power Co. + 2 — 6 — 2 — 3 + 1 —11 = . * 
= = eee a ee 3 + — 2 : . bi 
Pacific Gas & Electric Co. +12 +60 +30 +31 +19 +34 +12 +30 + 4 
+25 + OoV +46 +23 +19 +22 +48 +60 +14 
Pacific Power & Light Co. +38 +19 +25 +25 +28 +11 +41 —33 + 5 
+o +15 See +. s +11 — 7 +27 +35 — § 
Washington Water Power Co. —33 +86 —14 +55 —31 — 5 +82 +23 —17 
a + 4 — 7 +14 — § — 3 +24 — 8 + I 
1959 vs. Oct. 1958 +16 +28 +14 — 2 + 3 +10 +19 +33 + 1 
10 Mos. 1959 vs. 10 Mos. 1958 +19 +22 +18 + 6 + 9 + 2 +36 = mh = ae 


*NOT AVAILABLE 


BECAUSE 1960 LOOKS EVEN BETTER . . . continueD FROM PAGE | 


Another encouraging part of the 
1960 scene, according to Taylor, is 
the up-grading of consumer taste in 
television sets. Tired of looking at 
“boxes,” people are starting to con- 
sider a TV set as quality furniture. 

And despite growing foreign com- 
petition in the radio field, Taylor is 
confident that the domestic industry 
will boost its sales by at least 7%. 


Equally- confident- about 1960 is the 
American Home Laundry Manu- 
facturers Assn. Sales, the associa- 
tion believes, will exceed 1959 by 
4% and be second only to the peak 


year of 1956. Total expected vol- 
ume: 5,709,000 units. 


General Electric was optimistic, too. 
“G-E is looking forward to an ex- 
ceptional year,” said Ralph J. Cord- 
iner, chairman of the board, “in 
materials, components and systems 
for industry ... the market for 
home appliances, lighting and en- 


tertainment products should have 
great ‘vitality.” 
As electrical capacity in new 


homes grows, opportunities for the 
industry balloon. Herman F. Leh- 
man, general manager of Frigidaire 


division of General Motors, pointed 
out fantastic potential when 94% 
of American homes don’t have an 
electric dishwasher, 92% do not 
have food waste disposers and 85% 
don’t have clothes dryers. 

But there is one major cloud in 
1960’s horizon: the steel strike. A 
resumption of the strike—the Taft- 
Hartley injunction runs out Jan. 
26—could put a serious crimp in in- 
dustry efforts to make a fast get- 
away. Inflation remains a constant 
problem and growing competition 
from low-cost foreign producers 
can’t be ignored. 
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FACTORY SALES 
appliance-radio-T V index (1947-49 = 100) 
RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT-+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

F AILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


LATEST 
MONTH 


200 
18.3 


346 
286 


30 

92.1 
149,707** 

18.9-++ 


335.1+ 
21.9+ 
125.5 


65,640 








Preceding} YEAR 
MONTH AGO 
204 170 
17.7 16.9 
342 306 
354 291 
32 19 
105.1 109.4 
85,638** |135,964** 
188+; 17.6+ 
335.3+ 320.4-H 
24.14+4 26.0-4 
125.2 123.7 
66,831 64,653 





A Quick Check of BUSINESS TRENDS 





THE YEAR 
SO FAR 


25.6% up 
(10 mos. 1959) 


8.9% u 


p 
(10 mos. 9 


9% U 
(10 mos. 1959) 


1.7% down 
(Oct. 1959 


vs. Oct. 1958*) 


13.7% less 


(11 mos. 1959) 


14.9% up 


(11 mos. 1959) 


10.1% up 


7.3% up 
(3rd qtr. 1959 


vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qtr. 1959 


vs. 3rd qtr. 1958) 


15.8% less* 
(3rd qtr. 1959 


vs. 3rd qtr. 1958) 


1.5% up 
(Oct. 1959 
vs. Oct. 1958) 


1.5% up 
(Nov. 1959 


vs. Nov. 1958) 











NEW from Chromalox 














*new index used 


**figures are for the week ending Dec. 19, 1959 and preceding week (revised). 


+figures are for quarters. 


+-+Federal Reserve Bulletin figures (revised). 


FOUR NEW Chromalox bake and 


broil elements now enable you to service 





A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 














| 1959 1958 % 
| (Units) (Units) Change 
DISHWASHERS. | Oct. «= |= 53,500} 38,800 | +37.89 
| 10 Mos. 449,500 | 327,000 | +37.88 
DRYERS, Clothes, Electric Nov. 98,786 | 98,972 > 
11 Mos. 818,663 | 722,796 | +13 
Gas... Nov. 58,261 43,527 | +34 
11 Mos. 428,479 | 330,732 | +30 
FOOD WASTE DISPOSERS Oct. 80,500 53,800 | +49.63 
10 Mos. 634,300; 489,300 | +29.63 
FREEZERS. Oct. 89,600 | 108,100 |. —17.11 
10 Mos. | 1,077,300 | 944,000 | +14.12 
INCINERATORS Oct. 5,408 4,500 | +20.00 
| 10 Mos. 38,300 40,700 | — 5.90 
RADIOS, Home-Portable-Clock | Week Dec. 11| 228,575 195,900 | +-16.68 
(production) | 49 Weeks =| 9,548,112 | 7,524,586 | 26.85 
RADIOS, Automobile (production)._| Week Dec. 11, 138,659 | 122,994 | 4-12.74 
| 49 Weeks | 5,174,282 | 3,380,103 | + 53.08 
TELEVISION (production) | Week Dec. 11) 147,985 | 97,172 | +-52.29 
| 49 Weeks 6,024,726 | 4,671,515 | +-28.97 
REFRIGERATORS Oct. 329,600 | | 277,500 | +18.77 
| 10Mos. —_| 3,236,500 | 2,584,300 | +25.24 
RANGES, Electric— Standard | Oct. | 74,200) 78,300] — 5.24 
| 10 Mos. 781,500 | 652,200 | | + 19.23 
Built-in__ | Oct. 69,200 | 57,400 | +20.56 
| 10Mos. | 613,800) 429,200 | +43.01 
VACUUM CLEANERS Oct. 330,899 | 339,127 | — 2.43 
| 10Mos. | 2,836,882 | 2,684,473 | + 5.68 
WASHERS, Automatic & Semi-Auto._| Nov. 243,248 | 259,335 | — 6 
11 Mos. | 2,718,735 | 2,512,989 | + 8 
Wringer & Spinner Nov. 69,548 | | 73,700 | — 6 
11 Mes. | 850,405 | 828, 840 | + 3 
WASHER-DRYER COMBINATIONS) Nov. 16,482 | 17, 125 | [= | 
| Mes. | 181,834 146,713 | +24 
WATER HEATERS, Electric (Storage) Oct. 61,200; 78,000 —21.54 
| 10 Mes. 687,200 | 688,200, — .15 
WATER HEATERS, Gas (Storage) Oct. 273,500 | 265,900 | + 2.86 
10 Mos. 2,560,600 | 2,269,000 | +12.85 





all center-mounted elements of 
standard width ovens. 























‘Catalog No No. volts | watts | ‘Quan ett width | List | | 

}RO23 240 | 2300 | About 16” | $ 9.90 | . 

a 28 | fee A sc 
TS ; _ | Catalog No. Volts | Watts Oven width | List 
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' | RT30 240 3000 154%" up 
f  RTBS* 240 500 3.95 








f | aa Oven width ai List | 


Volts 
2700 | About 16” re $7.95 | 


= 8.95 | 


About 24” 





_ ROP27 240 





3000 


_, ROP30 


= 240 





Catalog No. [ voits | watts Oven width | List 
RTP30 | 240} 3000 | 15%" up | + $9.95 | 
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FOR SURFACE UNIT REPLACEMENTS... 
Chromatox has a complete line of surface elements and 
adaptor rings to service any standard electric range. 





SEND TODAY 


sci, ypallr agg ei 


“= EDWIN L. WIEGAND COMPANY 
7500 THOMAS BLVD.., PITTSBURGH 6, PA. ; 











*revised 





Sources: NEMA, AHLMA, VCMA, EIA, GAMA 


















; invites you to 
the all-new 
TREND-SETTING 
KITCHENS CENTER 
featuring incomparable 
® 


BILT-IN REFRIGERATION 


See the completely new 


RF-171 combination— 
larger size, lower cost— 
plus the new Ice Cube Maker 
and new trend-setting ideas 
in under-counter units. 


Famous Revco chest 
and upright freezers 
at new, /ow prices. 


BW a-valopo—l-sadiale Mi a@iicisl-lal- Mm Oi-laliig 


1137 MERCHANDISE MART 


REVCO, Inc., Deerfield, Michigan 











ste 
cutest 


ssoiels 


Check these deluxe 
selling features — all 
supplied as standard 
equipment. 


e Fiber-glass table top 
...Super-quiet compres- 
sor...tall bottle zones... 
in-a-door tall bottle and 
cold relish shelves... 
look-thru butter and 
cheese keepers... full 
width egg rack. 


1.6 cut. ft 
absorber 


2.5 cu. ft 
absorber 





16 WEST 32 STREET 


FRIDGETT 


refrigerators 
by GU ROPA 


3.8 cu. ft. 
compressor 


in custom tailored refrigeration 


possible only with 
TABLE TOP 


& 





4,3 cu. ft. 4.5 cu. ft. 















5.0 cu. ft. 
compressor pt 


np 


be sure to see UROPA’S apartment size 
washer-dryer combinations 





ROPA 


NEW YORK 1, N.Y 


INTERNATIONAL INC 
TEL LONGACRE 38-1640 


importers and Distributors of the Finest Ewropean Appliances and Electronics 
including UROPA AM/FM TRANSISTOR PORTABLE RADIOS & WROPA STEROBARS 


see us in Chicago at: vUropa international, 325 N. Wells Street 


Lower Level (Directly across street from Merchandise Mart) A few protected territories open for sales representation 











during the past week. This unique summary is another 


exclusive service for readers of EM WEEK. 


ELECTRICAL 


TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 
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OCT NOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN 
6 3 3 T 


eo 2 9 


STOCKS AND DIVIDENDS 


IN DOLLARS 


NEW YORK EXCHANGE 


Admiral 

American Motors 2.40a 
Arvin Ind. 1B 

Borg Warner 2 
Carrier 1.60 
Chrysler 1 

Decca Records 1 
Emerson Elec. 1.80B 
Emerson Radio .50F 
Fedders 1 

Gereral Dy. 2 
General Elec. 2 
General Motors 2 
General Tele. 2.20 
Hoffman Elec. .60 
Hupp CP. %F 
Magnavox 1 

Maytag 2A 
McGraw-Edison 1.40 
Minn. Mining & Mfg. 1.60 
Montgomery Ward 2 
Monarch 1.20 
Motor Wheel .60 
Motorola 1% 
Murray CP 

Philco 4G 

R.C.A. 1B 

Raytheon 3F 

Rheem .30G 

Ronson .60 

Roper GD 

Schick 

Smith A.O. 1.60A 
Sunbeam 1.40A 
Welbilt .10G 
Westinghouse 2.40 
Whirlpool 1.40 
White Sewing 

Zenith 1.60 


AMERICAN EXCHANGE 


Casco Pd. .30G 
Century Elec. % 
Du Mont Lab. 
Herold Rad. 
lronite .20 
Lamb. Ind. 
Muntz TV 

Silex 


MIDWEST EXCHANGE 


Knapp Monarch 
Trav-ler Radio 
Webcor 


FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
Otae §€ @SB ft t 82 tb a2 as 
1959 CLOSE | CLOSE NET 
HIGH LOW | DEC. 14| DEC. 23 JCHANGE 
291% 17 22% 23% | + % 
967. 25% 80% 81% | + .% 
36% 23% 24%, 26% | + 1% 
48) 37% 47% 45% — 1% 
48), 34% 39% 37% le 
72% 50% 67% 67% = 
21% 17 17% 18% | + %*% 
77% 48% 74% 75 a ee 
26% 12% 19 18 eae 
22% 16% 18% 20% | + 1% 
66% 42%, 47 45% - 1% 
97% 74 93% 91% — 2% 
58% 45 52% 53% | + 1% 
85% 60 81 82% | + 1% 
37 22% 28% 27% = 1 
8% 5% 7% 8%, + 1% 
40% 32% 37% 40% 5 Aes 4 
43% 32% 40% 39% | — % 
48%, 37% 44%, 44), ek. 
180 111% 169 173% | + 4% 
53% 40% 40% 53 + 2% 
24 18% 20% 20% | — .% 
23% 16 22% 23% | + le 
165% 57% 156 159% + 3% 
31% 25% 27% 26% | + % 
36% 21 30% 32% | + 2 
73% 43% 71% 68% | — 2% 
73% 43% 53% 52% | -— .4 
30% 17% 26% 28% | + 1% 
14% 10% 11 11% |+ % 
34 18 19 18% | -— %*% 
17% 12 15% 15% oa 
64 44% 51% 50% | — .% 
67 50 66% 64 — 2% 
8% 3% 7 6% | —- _% 
110% 70% 107% 105% | — 2% 
39% 28 35% 32% | — 2% 
14 7 10% 11% | + % 
136% 87% | 115% 111% | -— 4% 
9% 4% 8% 87%. “ 
11% 9% 9% 9% | + 
9% 6 8% 8% we 
12% 5%, 8% nt 3 
8% 5% 8% 84 | + %*% 
5 3% 4%, 4%, a 
71s 1% 4% 6% | + 2% 
10% 2% 83, 8% ae 
_ 4% 4%)/+ % 
8%, 9% | + 1 
12 11% — if, 








































A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959 plus stock 
dividend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend 
or ex-distribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, esti- 
mated cash value on ex-dividend or ex-distribution date. 









ANALYSIS, The market, which 
had been steadily climbing since mid- 
October has reflected the customary 
year-end dip in prices. For the second 
week in a row the average for the 50 
key firms listed above was below the 
most recent high of 40%4 reached on 
December 7. Minn. M & M continued 


to soar. From a high of 168 recorded 







on October 26 the stock closed at a 
year’s high of 180 on December 23. 
Over a 10-day period the issue has 
gained 44% points. New highs were 
also recorded for Motorola and Emer- 
son Electric while the Hupp Corp. has 
been the most active issue for the last 
few days, ending Dec. 23 with trading 
at 92,100 shares. Zenith dropped 4% 
points from last week. 












































JANUARY 4, 1960 


HAMILTON REPORT: 


nae 
golden 
year 


When we introduced our current line of automatic washers and clothes dryers at a National 








Distributor Meeting this past summer, we made heavy use of the phrase The Golden Year. 
This was the year in which Hamilton dryers passed the magic million mark, and continued 
to be the dryers most-used by American women. This was the year in which we hoped, with 
our Distributors and Dealers, to continue and to accelerate the sales gains we had enjoyed in 
recent years. And our Golden Year line, we felt, was the finest product offering Hamilton 


had ever made. 


SINCE THEN many things have happened. Not the least of these was the prolonged and 
destructive steel strike, and the effect it had on our manufacturing capacity and on the pur- 
chasing power of many important markets. How did this actually affect us? How has the year 
worked out? We'd like to tell the appliance world about this. 


THE GOLDEN YEAR is exactly that — a wonderfully successful year, a record-breaking 
year, for Hamilton and its Distributors and Dealers. Despite the problems of the past few 
months, more Hamilton laundry equipment has been sold this year than in any year in our 
history. And today, Hamilton Twin Air-Stream clothes dryers and Hamilton washers are 
continuing to move into, and out of, Dealer hands in record quantity. The second half of The 


Golden Year looks every bit as golden as the first. 


THIS IS AN INVITATION TO YOU If you have not been part of the strong, growing 
Hamilton program, we’d like you to be. At the Winter Market, or from your Hamilton Dis- 
tributor at home, get the full story of steady, continuing, profitable Hamilton retail growth. 


In this Golden Year, or in any year to come, it can make a wonderful difference to you. 


THIS IS THE GOLDEN YEAR FOR HAMILTON DISTRIBUTORS AND DEALERS 


Merchandise Mart Space 1175 






AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS * HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS. 










88 ELECTRICAL MERCHANDISING WEEK 


WITH THE NEW RCA WHIRLPOOL YOU CAN 


SELL AIR CONDITIONERS 
WHEN ITS COLD 


...exclusive “buy now — pay July 1”* plan makes 
profitable, pre-season selling in volume a reality! 










More cooling 
power at lower 
operating cost 
‘“‘Staggered’’ coils, 
located at the air in- 
take, expose incoming 
air to more cooling 
area... permit freer 
passage of cool air into 
room. New system 
delivers greater BTU 
output per watt input 

.more cooling at 
less cost! 


It really works! Here’s a plan with a triple incentive for your prospects to buy an 
RCA WHIRLPOOL air conditioner now, even though it’s cold! With this plan you tell prospects 
how they can have cleaner, fresher ‘‘indoor air’”» NOW .. . then, how they will enjoy cool, 
comfortable living next summer... and, to clinch the sale, you tell them there are no 
payments until July 1, 1960! Profit-minded dealers are cashing in on this unique plan plus 
all these other advantages in RCA WHIRLPOOL air conditioners . . . ““whisper’’ quiet opera- 
tion .. . chemically-treated Fram filter...low, thin, space-saving design... new effic- 
ciency in humidity control... fast exhaust of stale, smoky air. ..and easy installation, 
There’s a complete line of models including reverse cycle and plug-in units. Yes, again in 
1960 RCA WHIRLPOOL dealers have more to tell, more to sell. 


*Available to dealers meeting ABCC requirements. Ask your RCA WHIRLPOOL distributor. 
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Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trademarks @g§ and RCA authorized by trademark owner Radio Corporation of America 









































